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VoL. IV. NEW 


DO YOU Only one paper in twenty gives the 


AMERICAN NeEWsPaAPER DirReEcTORY such 

KNOW definite information about its issues as to 
enable the publishers of the Directory to guar- 

? antee the correctness of the circulation rating ? 

Scarcely one in ten makes any statement at all. 

This would indicate that publishers arrive at a more 
satisfactory result by giving no statement, on the general 
theory that the circulation of a successful paper is sup- 
posed to be larger than it is, and that the best way to get 
a high rating is to say nothing. 

It is asserted that the last issue of the AMERICAN 
Newspaper Directory contains an unusual number of 
over-estimated circulations. 

Some of these cases are likely to escape the attention 
of the editor of the Directory, unless some one points 
them out. Protests lead to an investigation; conse- 
quently such protests are invited. 

Every newspaper publisher and every advertiser is 
respectfully invited to communicate with us on this sub- 
ject, calling attention, in good faith, to the names of papers 
which are, in the opinion of the writer, rated too high in 
the last issue of the Directory. 

Information of this sort will be of use in the revision of the Directory 
for 1892. Address 

GEO. P. ROWELL & Co., 
Pus.isners of THe AMERICAN NEWSPAPER DIRECTORY, 


10 SPRUCE STREET, NEW YORK. 


Nore.—It has sometimes been asserted that statements made in detail and properly 
signed and dated have not received full credence at the office of the Directory. For the 
purpose of testing the sincerity of such charges the publishers of the Direcrory offer a 
reward of $25 for every case where it can be shown that a publisher sent in a true detailed 
statement, duly signed and dated, covering a period of three months or more, and the editor 
of the Directory failed to rate his paper in accordance therewith. This offer has been pub- 

L lished conspicuously for two years, and the first demand for the reward has not been made. 





YORK, June 3, 1891. No. 22. 
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(ixcucation GUARANTEED ~ > 


The advertising space of the Atlantic Coast Lists is sold 
subject to a guaranteed circulation. Every advertiser using 





these Lists has the exact figures forwarded him every week. 
If at any time they should be less than the guarantee 
calls for, a pro rata rebate will be made. None of our 
advertising customers are asked or expected to be 

satisfied without they are made aware of just 

what circulation their money is purchas- 

ing. For large advertisers there can 

be no more satisfactory way of plac- 

ing contracts than at a given rate 

THE per line per thousand circulation, 

or for yearly orders at a stated 


ATLANTIC price with an average weekly 
a 


circulation guaranteed. 


TS There can be nothing fairer 
COAST LIS for both advertiser and 
| EE 


publisher than a guaranteed 


GUARANTEE circulation bought, sold and 
AND PROVE THEIR delivered. Wehavea guaran- 


teed circulation for sale. These 

CIRCULATION. Lists comprise {400 Local 
Papers and are separated into nine 

sections, being so arranged that an 

advertiser can reach the New England, 

the Middle or the Southern States in sec- 

tions or all together. The value of these 

Lists as advertising mediums is fully established 

with advertisers who know them well. For those who do 
not claim acquaintance we would state that 56 Per Cent. of 
these papers are the ONLY papers published in their re- 
spective towns. 85 Per Cent. are either the ONLY pub- 
lications in their respective towns or are county seat papers. 


ATLANTIC COAST LISTS, 
134 Leonard St., New York. 
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BARNUM IN RELATION TO THE 
PRESS AND PRINTERS’ INK. 


By Joel Benton. 


Mr. P. T. Barnum, who was known 
to the world mainly as the hing of 
Showmen, was, in the outset of his 
career, and at subsequent periods in it, 
directly connected with the press. At 
the age of nineteen he published and 
edited in his native town, Danbury, 
Conn., a weekly paper called the 
Herald of Freedom, \t was a pretty 
wide-awake paper in his hands, and 
gave him his first publicity through 
his vigorous onslaught upon certain 
prominent men in his town for their 
tvrannous acts, which he felt deserved 
unreserved reprobation. As the libel 
law of Connecticut was then very 
severe upon too much freedom of 
speech, his chivalrous defence of those 
whom he thought injured put him 
in jail for a short term. But in jail 
he continued to edit his paper, and 
the story of his situation being every- 
where published, his name was quoted 
and referred to throughout the United 
States. He told me that Martin Van 
Buren, when he made—long after the 
event—a triumphal tour through New 
England, on meeting him along with 
other citizens, said to him: ‘*‘ Oh, you 
are the young man who was put in 
jail some time ago for speaking your 
opinions too freely.” It was laughing- 
ly said, and Mr. Barnum no doubt en- 
joyed with no little delight the fame 
that had been conferred upon him. In 
the light of modern times it would be 
universally said that his imprisonment 
was an outrage and wrong. On the sec- 
ond thought, and when the full case was 
known, he had even then the great 
public on his side ; for he was taken 
from jail when his brief time was out, 
and drawn triumphantly in a carriage 
by the people of the town to his place 
of business and to freedom. 

Mr. Barnum’s early experience as 
an editor gave him a profound sense 
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of the value that advertising confers. 
When he set out to pursue a business 
which was to gain, in his hands, such 
large proportions, he knew intuitively 
that his most effective ally must be the 
press and printers’ ink. And how 
closely and constantly he courted the 
editor and publisher everywhere! We 
have had, since he set the example, 
numerous incessant and liberal adver- 
tisers; but none, I think, who for 
three generations, year in and out, 
ever advertised so much and with such 
unvarying and ultimate success, 

I once said to him: ‘‘ Mr. Barnum, 
I can bring to you an offer of a re- 
sponsible firm to do all your advertis- 
ing in a way that will make your no- 
tices read by everybody, but it will be 
done wholly from New York. And 
by so doing it you will save a fortune 
in expenses every year.” ‘“‘Oh, I 
know that,” he said. ‘‘I have had 
such offers before. But the truth is, I 
can't afford to advertise cheaply. I 
must not save in that way. It is ne- 
cessary that I should cultivate the 
good will of each community I appeal 
to, and leave my money in fair propor- 
tion in every town through which I 
pass.” I know of but one man in the 
world who paid so much deference to 
this secret of the art, and he was 
the famous Holloway of London, who 
would send his £1 check to the most 
obscure country paper of the anti- 
podes for a brief notice of his pills, 
with which he accompanied it. He 
long ago died, leaving immense wealth, 
and contributing back to the world 
enormous sums in benevolent and 
charitable foundations—in which trait 
also he resembled Mr. Barnum. 

If there was one text in Scripture 
which seemed to Mr. Barnum to have 
a business value as well as a morhl 
one, it was that which condemns put- 
ting your light under a bushel. If 
you have a good thing, tell of it ; but 
don’t spend money in telling of some- 
thing you cannot do, or in making 
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claims through the press that you can- 
not live up to. Everybody, as Emer- 
son used to insist, can do something 
in a way that nobody else can. There- 
fore study what you can do or pro- 
duce, and see that it is what the peo- 
ple want and will pay for. Having 
done this, then spare no pains or rea- 
sonable expense in letting your pro- 
posed wares or services be known. It 
has been said that the best advertise- 
ment is a pleased customer, but you 
must first get your customer, as, in 
the mythical adage of Mrs. Glasse, 
you must first catch your hare before 
you attempt to cook it. 

In these words, which I have sketched 
rather than attempted to quote, you 
have Mr. Barnum’s oft reiterated phi- 
losophy. In London last year he 
utterly surprised the conservative Brit- 
ons, not more by the gigantic character 
of his show than by the—to them— 
seemingly reckless way in which he 
made it and himself ubiquitous. I 
think it was Lord Rosebury who said 
to him on returning from a trip to 
Scotland to London: ‘* Why, Mr. 
Barnum, your name and face are every- 
where, in every paper, and on every 
fence and spot from, Scotland to Lon- 
don.” He was utterly surprised at 
such an amazing four de force, and 
also at such lavish outlay ; for, as Mr. 
Emerson says, the Englishman does not 
speak with levity of a pound sterling. 

In fact Mr. Barnum’s lifetime of ad- 
vertising, and his skill in it, long ago 
made him an institution. The press 
was finally wrought up to the necessity 
of speaking cf him voluntarily, as they 
could not speak of any one else. One 
deservedly prominent and successful 
man in his craft once said to him that 
it was his name that made his show. 
‘* Ves,” said Barnum; ‘ but how did 
I get that name?” The intimation of 
his competitor was that if Ae only had 
Barnum’s name he could do what Bar- 
num did. And Mr. Barnum very 
felicitously hinted that he had put the 
cart before the horse. It was doing a 
certain thing better than anybody else 
did or could that made his name and 
celebrity. A letter from the other side 
of the world was once simply addressed 
to ‘‘Mr. Barnum, America,” and it 
reached its destination duly. What 
other American would be likely to re- 
ceive a distant letter so simply ad- 
dressed ? 

He even made that staidest of all 
journals, the London Zimes, treat him 


editorially in its leading column over 
and over again; and the rest of the 
English press—the sober and the gay 
—gave him no end of conspicuity. 
Nothing just like it ever occurred be- 
fore. He and his were something 
that could not be overlooked the world 
around, and the magic charm that 
made it so was printers’ ink. When 
some one told him once that ‘‘I shall 
pitch into you in some of the papers,” 
he coolly answered: ‘‘ That's right. 
You can’t do me a greater service. 
It’s only when people stop talking 
about me that I suffer.” 

It is almost certain that his generous 
gifts and public charities—monumental 
some of them in character—will pass 
his name on to countless generations, 
as it has already passed into the dic- 
tionary of at least one foreign language. 
If there is any advertiser who seeks a 
lesson in this history he need not go 
between the lines to read it. 

Ribena 
WHERE TO ADVERTISE. 
By Geo. P. Rowell. 

A clothing store may be advertised 
in all sections of the country from 
which visitors come to the town where 
the store is located. The same rule will 
apply to trunk or harness makers, 
jewelers, or dealers in any article in 
which reputation has anything to do 
with price, and which may be sent to a 
distance at a comparatively small cost. 
A dealer in such goods, doing business 
in New York, may perhaps advertise 
profitably in papers circulating in any 
State of the Union; whilst a Boston 
dealer must confine his cards mainly to 
newspapers having a circulation in New 
England (excluding Connecticut, whose 
trade goes to New York), and in the 
West at points to which Boston trade 
extends. The Chicago or St. Louis 
merchant must try the West and North- 
west. Those of San Francisco may 
perhaps use the press of the entire 
Pacific Coast. It is plain enough that 
the attraction must be very strong, in- 
deed, that will carry New Jersey track 
to Chicago, or Kentucky and Indian: 
trade to San Francisco. 

Whilst what is said above is true 
of general merchandise, it is apparent 
to an observer that the man who owns 
a trade-mark and is in consequence the 
only source from which his goods can 
be obtained, and he who will deliver his 
merchandise free by mail or express 
may have the whole country for a mar- 
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ket, and it is from these classes that 
the greatest advertisers come : for great 
crops cannot be so reasonably expected 
from a small field as from a larger one. 
The little farm well tilled, however, 
sometimes makes the most satisfactory 
return tothe agriculturist and to adver- 
tiser. 

A great trade in articles which re- 
quire to be personally inspected by the 
purchaser can only be profitably se- 
cured in the regions from which the 
people are in the habit of visiting the 
locality of the advertiser. 

An advertiser should use only those 
newspapers whose circulations are in 
localities from which it is possible for 
him to secure trade. Questions of 
freight, local prejudice and competing 
markets are to be considered. An ad- 
vertiser doing a trade in a country town 
may advertise in his local papers and 
in the papers circulating on lines of 
road leading into or through his place 
of business, while it would hardly pay 
to insert cards in distant towns, where 
customers, before reaching the adver- 
tiser, must pass through larger places, 
offering facilities for supplying his 
wants to better probable advantages. 

Nothing which is not of universal use 
can be indiscriminately advertised to 
advantage, and noone should com- 

nence a system of universal advertis- 
ing without experience. Without ex- 
perience every advertiser should begin 
in a small way, and move cautiously— 
feeling the way, as it were. Goods 
which can be sent by mail or in 
small express packages may be ad- 
vertised indiscriminately, even if but 
a comparatively small amount is to be 
expended; but bulky articles, which in- 
volve heavy freight charges in the de- 
livery, should not be largely advertised 
in fields where the goods have not been 
previously placed on sale. It would be 
plainly absurd for a manufacturer of a 
new mowing machine or cooking stove 
at Albany, N. Y., toadvertise his goods 
in Minnesota or Northern Michigan, 
without first arranging to have the 
goods placed on sale in those localities. 
Of course a limited amount of adver- 
tising would not be injudicious, if done 
with the intention of causing inquiry, 
for the purpose of preparing dealers to 
take an interest in the new candidate 
for their favor. 

As a general rule the highest priced 
advertising mediums are the cheapest 
in the end, but it must not be conclud- 
ed from this that a paper is a good ad- 


vertising medium because it is high 
priced. The old established journals 
of large circulation demand prices that 
at first sight seem excessively high. 
Many publishers demand prices vary- 
ing from fifty cents to three dollars 
per line for each and every issue, yet 
for small advertisements, to be inserted 
but a few times, they, as a rule, give 
greater circulation, and consequently 
more publicity, for the money than can 
be otherwise attained. 


--e-+ —_- 


A THOUSAND DOLLAR EXPERI- 
MENT. 


By C. E. Bailey. 

Recently I became interested in an 
article designed for the exclusive use 
of ‘‘ ladies,” and determined to place 
it upon the market by advertising and 
selling it direct to the purchaser, 

Being a novice in the subtle art of 
advertising, and at ¢hat time suspicious 
of all advertising agents, I determined 
to devote $1,000 in experimenting and 
purchasing the experience, which I felt 
sure I would get—if nothing more—as 
a result of careful and judicious invest- 
ment. I decided at the outset to se- 
lect only the prominent weeklies and 
monthlies of a decided family and lit- 
erary character, which would circulate 
among the class of readers I desired to 
reach, 

Feeling clear on this point, I got 
stranded on the question of how to 
divide my money and get the best re- 
sults. The question, Shall I take my 
six-line advertisement and place it once 
in 200 papers of my selection, or in 
fifty of these papers four times; or 
select ten papers and stick to them on 
a continuous run until the thousand 
was used up? I could not, after a 
long mental struggle, answer this last 
question, and finally compromised on 
making up my list by taking one paper 
once, another paper twice, and con- 
tracted space on a decidedly sliding 
scale of insertions, which extended to 
six months’ continuous insertions in 
one weekly. 

By careful wording and address and 
use of head-lines in my advertisement, 
I was able to credit eighty per cent 
of my results to the proper source, 
and, after a careful survey of gencral 
results from the invested $1,000, have 
arrived at this conclusion (and am 


going to put in $10,000 during the next 
twelve months), with some degree of 
confidence as to its being correct; 


En 


a gmat mer 


veep RNRAREN EGR IeRpeaeteene 


2 cae RE ome: 








! 
| 
; 
| 





: ' 
} | 
- 
} : 
| 
i i 
: 
| 
; 
; 
' 
7 
{ 
; 
| / 
t 
’ 
' 
; 
- 
i 
1 
: 
i} 
- 
} 
it 
} 
f 
} 
j 
i 
"1 
¥ 
q 
q 
i 


730 PRINTERS’ INK. 


That the first insertion pays better 
than the second or third where you are 
dealing with purchasers direct. 

If, however, your advertisement is 
catchy and the article advertised is of 
the nevelty order, you will, if your 
first returns prove satisfactory, be sure 
to get good results from continuous 
advertising in reaching a large class of 
readers who move slow. ‘They hesi- 
tate at the first reading, falter at the 
second, are still uncertain at the third, 
but feel a growing interest which in- 
creases at the fourth reading, and you 
make a successful contract with them 
on the fifth. 

You will find it the twenty-fifth in 
some instances—perhaps still longer. 
But each insertion will bring a certain 
per cent of the delinquents into the 
fold. 

For advertising patent medicines I 
should certainly decide on continuous 
advertising. I faced the advertisement 
of a certain liniment for two years 
without giving it a glance apparently, 
and yet a severe fall and the resulting 
bruise brought that advertisement to 
my mind so plainly I yielded grace- 
fully. 

Marine scenes in high grade publi- 
cations during the past year, in con- 
junction with ‘‘ Cod Liver Oil,” proved 
too much for my curiosity when my 
appetite temporarily failed me as the 
result of a cold, and I again fell a 
victim to the continued and free use of 
the English language. 

I think the vital spot to be aimed at 
by advertisers in ‘‘ gunning” for the 
fickle public is to excite interest and 
curiosity to the extent of producing 
substantial results. This of course ap- 
plies to articles of a new and novel 
character, to a certain extent. But 
the circus method of introducing re- 
ligion bears fruit in the Salvation 
Army and will go a long way in mak- 
ing the consumer take up a new liver 
pill or try a new brand of laundry or 
toilet soap. 





WE believe that a general business 
revival would be created throughout 
the country if publishers of newspapers 
generally were to place PRINTERS’ INK 
in the hands of the business men of 
their respective localities, as it is is- 
sued [rom week to week. Not many 
months could elapse before the inevit- 
able effect would be apparent in more 
and better advertising and increased 
trade.— Lowell (Mass.) Citizen, 





A MAGICAL WORD. 


If a merchant has goods, but customers none, 
And ruin stares him in the face ; 
If his credit’s at zero, his creditors run 
From morning till night to his place. 
Is anything helpful to brace up this man, 
If he only the remedy tries? 
Can any one tell of a trade-bringing plan? 
“HORUS 
“Why, tell him to advertise tows 
If a new preparation to cure all the ills 
Of suffering (?) people on earth, 
No matter if taken in liquid or pills, 
In some Yankee drug store finds birth, 
What should the man do, and do big and bold ? 
What is it that captures the prize ? 
What gathers the shekels from young and old ? 
Cuorus 
“Why, bless you, to advertise!" 





If a man takes an acre or two of a farm 
lhat’s worthless and fully played out, 
And cuts it up neatly in nice city lots, 
And an auctioneer hires—to shout ; 
Then if he plants some short wooden stakes 
l'o show where each full-sized lot lies, 
What is it he does—and the money he rakes? 
[HORUS 
“* You bet he will advertise!” 


And so the world over, this magical word 
rhe coffers of wealth opens wide ; 
Its power extends where language is heard, 
For ages its usefulness tried. 
A man who once uses it, if with good sense, 
No other plan ever he tries, 
But sticks to it close, gathers dollars and pence 
READER 
“Why don’t you advertise?” 
E. D. Giers. 





“HOWARD” ON JOURNALISM IN 
NEW YORK. 


Apropos of the rumors in Printing 
Tlouse square, coming from old Madam 
Gossip, it may be remarked that about 
one in every bakers dozen has some 
basis of truth. <A great change has 
come over journalism. In other days 
the line of authority was distinctly 
marked. ‘The editor-in-chief was ab- 
solute. The managing editor was sup 
posed to represent him and to be the 
executive head, holding, subject to re- 
view by his superior, the discipline of 
the office in his hand. The city editor 
had literal control of the men of the 
city department, who in those days 
were paid weekly salaries independent 
of the amount of work performed. 
Attached to all great papers were from 
one to three shorthand writers. 

This is very largely changed. To 
day there are but two or three signifi 
cant newspapers in whose establishment 
is an individual recognized as the editor, 
in whom rests the entire scope of power. 
The editorial conduct of nearly all th« 
papers is vested in acouncil. Many of 
these establishments are owned by cor- 
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porations, séveral by individuals, and 
it is an interesting fact that neither the 
corporations nor the individuals deem 
it good policy to intrust the whole power 
to any individual, The newspaper es- 
tablishment is divided and subdivided 
into departments, The managing edi- 
tor is independent of the editorial coun- 
cil, and the city editor has control of 
the reporters. ‘The editorial council 
concerns itself solely with the editorial 
page. At one time, within a year, the 
individual proprietors of four of our 
largest papers and the chief stockhold- 
ers of two others were in Europe at one 
and the same time. The proprietors of 
two of our leading journals and of one 
subordinate journal live abroad con- 
tinuously, their visits to this country 
being semi-occasional, and their abso- 
lute control of their pages being indi- 
cated by daily cables from the other 
side. 

It is fair to say that journalism has 
never been so profitable in this city as 
itisto-day. The newspapers which in- 
dulge in dirt make money hand over 
fist. Their contemporaries, which ad- 
here more rigidly to the old lines of 
news at home and abroad, are also in a 
condition of unprecedented prosperity. 
This being the undeniable fact, it is in- 
teresting to note that two results come 
from the present system of journalistic 
conduct—first, this unaccustomed pros- 
perity ; second, the absolute severence 
of personal interest between employer 
and employed. 

In olden times there was a degree of 
loyalty to the individual editor as well 
as to the journal itself most creditable 
to the profession. Itis not at all strange 
that there is no feeling of affection, no 
binding tie, save that of compensation, 
on the part of men who never by any 
accident come in personal contact the 
one with the other. Journalism is be- 
come mechanical. Individualism is 
very largely wiped out. It used to be 
a common expression, ‘* Bennett says 
so and so;” ‘* Did you see what Greeley 
had to say this morning?” ‘‘I see 
Raymond is after so and so.” You find 
nothing of that kind now. 

At a great gathering of the editorial 
and publishing fraternities in Boston 
some months ago, a writer, speaking to 
his fellows on this subject of non-indi- 
vidualism, offered, partly in jest but 
largely in sorrowful earnest, $50 to any 
man in the room, and there were 350 of 
them, who could give off hand, without 
consultation, the names of the editors 


of the morning papers in the city of 
New York, and there wasn’t a man in 
the room who could earn the $50,— 
Howard's Column in the Press. 

. ities 
“TO THE LADY OF THE HOUSE.” 

A writer in the Paper World gives 
the following account of the origin of 
what has since become a very popular 
style of circular advertising : 

** In 1862, while engaged in New York 
city in advertising the preparations of 
Mrs. S. A. Allen for the hair, it was 
thought desirable to distribute a quan- 
tity of circulars in Boston and vicinity. 
Such means of advertising had been 
used, but the usual mode of leaving 
such circulars at front doors of resi- 
dences had its drawbacks, for they 
were liable to be blown away or picked 
up and carried to the kitchen, or 
misappropriated in other ways. It 
occurred to me that if the document 
was enclosed in a sealed envelope, and 
this latter addressed ‘ To the Lady of 
the House,’ it would be more likely 
to find its way into the parlor, which 
was the point to be gained. The idea 
was adopted, and the first lot of en- 
velopes ever printed as a cover for 
advertising matter numbered 120,000, 
of French manufacture, part of the 
cargo of a blockade runner captured by 
a government vessel and sold at auc- 
tion. They were addressed as above 
stated, in script type, and as this par- 
ticular type was very liable to break- 
age, owing to the hard, unyielding, 
uneven nature of the gummed lines 
in the center of the envelope, the su- 
perscription was cast in solid lines 
for this special work. The idea has 
been extensively copied in various 
forms or devices ever since. An agency 
was established for those preparations, 
in London, soon after, and Tilly 
Haynes told me that in his recent 
travels in Europe, from Spain and 
Portugal to Egypt, to Russia and 
homeward, he saw everywhere the 
posters and placards of those articles, 
and recalled my short connection with 
them.” —4/fred Booth. 

. anal 

THERE is a paper in Harlan County, 
Ky., which may fairly claim to be en- 
tirely free from sensationalism. ‘The 
other day it contained the following 
laconic paragraph : *‘ Aleck Smith was 
killed yesterday by a man of the name 
of Holbrook. We did not learn the 
particulars."—NMew York Tribune, 
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TWENTY PRIZE NOTICES. 


The last installment of newspaper 
notices winning prizes under the terms 
of PRINTERS’ INK’s late competition 
is given below in an abridged form. 
Checks have been sent to the publishers 
with instructions to pay the same to 
the writer of the notice. As there were 
711 entries it is manifest that all could 
not receive prizes, so it must not be 
supposed that the unsuccessful ones 
were wholly devoid of merit. Some, in 
noticing PRINTERS’ INK, also made 
readable comments upon the general 
subject of advertising, and we shall take 
pleasure in quoting from these occasion- 
ally. On the other hand, those news- 
papers winning even one of the smaller 
awards are entitled to consider it a 
distinction to succeed in so closely con- 
tested a competition. 


From the Courier-Journal,” Louisville, Ky. 

Advertising has become the great useful art 
of this century, to which all other arts are lend- 
ing aid. The capacity of the types to express 
vivid truths of business is being developed just 
as the capacity of lines and color to express the 
vivid truths of nature has been developed. As 
the victories of kings in the past were written 
in sculptures and paintings, so the histories of 
the modern princes of business are being writ- 
ten in newspaper advertisements. A new axiom 
has arisen to the effect that “that which does 
not get into the newspapers does not happen.” 
** These reflections follow an examination 
of the unique journal for advertisers called 
“ Printers’ Ink, published by Geo. P. Rowell 
& Co., of to Spruce street, New York. Its 
whole ‘aim is to educate the advertiser in the 
meaning and economy of advertising. It 
teaches him the value of and how to secure 
beauty and originality of form, appropriateness 
of idea, conciseness of expression—in short, to 
make his advertisement stand forth among all 
the others, And it warns him by example 
against the careless methods by which so much 
money can be wasted. Pkrinvers’ INK is, to 
the man who wants to achieve business suc- 
cess, the sacred book of law that teaches him 
the sure path. 


From the“ Town Tattle,” Elizabeth, N. J. 

A clever advertising journal cleverly makes 
others advertise itself. 

Many millions of dollars are spent in this 
country every year for advertising, and millions 
of dollars of t many millions of dollars are 
thrown away through — advertising. 
The following are the card: rules of the art: 

Rule First.—Select the paper that has the 
largest circulation among dees ou wish to 
reach. This rule is to be restricted largely by 

Rule Second.—See that the paper you select 
is one that is the most read by those to whom 
you seek to cater. A well-read paper of 1,000 
circulation will bring you more returns than a 
—_ eens nostrum with an issue of 


Rule. Third.—See that your advertisement 
attracts the eye by its type form, and tells the 
whole story of the qoele you have to offer in 
the fewest words. A conspicuous cut, a nota- 
ble type form, or a catchy Pet tine may make 
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your inch advertisement surer to be seen, read 
and remembered than your neighbor's com- 
monplace and conventional one of a whole col- 
umn. 

Printers’ Ink is a clever little weekly jour- 
nal published by George P. Rowell & Co., New 
York, devoted to a discussion of how to avoid 
this injudicious advertising and how best to 
carry out these very same cardinal rules of the 

It tells you of the papers that reach the 
classes you seek, of their relative attractions to 
readers, and, above all, gives you the advice of 
experienced and clever ad. writers on the forms 
of your advertisements and lets you into many 
little tricks of the art that will be invaluable to 
you in announcing your wares and saving you 
money in so doing. 

ow clever this journal is in the art to 
which it devotes its brains may he judged from 
its latest scheme to advertise it It offers 
$1,000 in prizes, to be distributed among the 
papers giving itself the best notice or criticism, 
‘Thus you see all the poor editors in the country 
are ling over one another in their scramble 
for the prizes, racking their brains to write the 
most catchy notices, and giving them the most 
rominent places, just as | have done, so that 

RINTERS’ INK will receive at least $100,000 
worth of advertising for $1,000. 





From the“ Register,” Newburgh, N. V. 

Printers’ ink is great stuff. It is principally 
for soiling of hands and clothing of the , il, 
and for printing a newspaper, although it can 
be used for killing off elm worms, and makes a 
nice material for burning in a barrel when 
torchlight processions are on the streets 
Printers’ ink has made many a man’s fortune, 
both in selling it and using the same judiciously 
to herald the cheapness and excellence of his 
goods. Printers’ INk, as at present con- 
ducted, with illustrations and plans for the ad- 
vertiser, the hints to publishers and printers, 
and the‘general instructions and helps for all, 
appears to be all that can be desired for a 
journal of its class. However, of one thing we 
can be confident, that if any one thing else can 
be devised for its patrons, the enterprising 
publishers of Printers’ INK will get there in 
great style. 

From the“ Union Printer,” New York. 

Evolution has made giant strides in modern 
journalism. So much so, indeed, that it has 
now become a question of where it is likely to 
stop. So persistently have new fields been 
sought, and so thorough have been the efforts 
of exploration, that both science and art had 
to be pressed into the service of the newspaper 
“ prospector,’’ and the result has been the 
abandonment of many of the old and familiar 
captions of farmers’, society and religious 

“columns.”” The story-teller, the artist and the 
advertiser are important factors in the manage: 
ment of a successful newspaper. 
Thoroughly equipped and backed by practical 
experience, fan geet pluck, Printers’ Ink 
started in to show how the art and practice of 
newspaper advertising could be improved 
That it has succeeded even beyond its own 
expectations is attested by the artistic and 
catchy appearance of the advertising columns 
of the current newspaper. Setting an example 
in its own columns, it proceeded to give sound, 
practical instruction and advice to all con- 
cerned as to the chief points that contribute to 
a good advertisement. 


From the“ Junior,” New York. 
The profits, and in fact the existence, of 
thousands of newspapers and magazines de- 


pends upon the sale of advertising space. 
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Thousands of business firms in almost every 
line of trade depend almost solely upon the 
use of this space to reach customers, while the 
prosperity of a still greater number depe nds 
largely upon the same medium. PRINTERS’ 
Ink, published by George P. Rowell & Co., of 
New York city, is the first intelligent, compre - 
hensive effort to furnish a practical guide both 
to the advertising manawer and to the adver- 
tiser, * * * For originality, comprehensive- 
ness, practicability, bright ideas and able con- 
tributors, Printers’ INk is without a com- 
petitor, and is sure to prove a still greater 
blessing to its thousands of readers in the future 
than it has in its prosperous and useful past. 











From “ Garden Notes,’ East Sumner, Me. 


Every advertiser in lest out his proposed 
expenditures should head the list thus: 
“One year’s subscription to PRINTERS 


Ihe multiplicity of trade and class journals 
of the present day is in direct response to the 
demands in this z »f concentration of thought 
and effort into special channels. * * * The ad- 
vertiser cannot afford to be behind the laborers 
in other fields. To do his work well he needs 
to see what others are doing, compare their 
methods with his own, and watch the birth 
and development of each new idea pertaining 
to the art of advertising. The sparkling little 
periodical Printers’ Ink just meets his re- 
quirements: not too large to be thoroughly 
read, pointed and practical, he will soon come 
to regard it as one of his indispe nsable aids. 
In a word, it is advertising “in a nutshell.’ 
Fifty-two nutshells, in fact, none of them diffi- 
cult to open, and every one well filled with 
meat, 





From the Transcript,” 

Its objects are the development and elabora- 
tion of the best ideas in advertising. It is at 
once a text-book for advertisers and a model 
of modern progress in the art of displaying 
announcements to attract and impress read- 
ers. * * * Instructing, as it does, general ad- 
vertisers in all that pertains to extended adver- 
tising ; local advertisers in the best use of their 
home papers, with hints on business generally 
to make advertising pay ; and the typographic 
artist how best with the facilities at his com- 
mand to assist in attracting and pleasing the 
eye, Printers’ Ink, modern Minerva of trade 
journalism, has at one bound attained such ex- 
tended popularity as to place it among the best 
of general advertising mediums itself. 


Cumminsville, O. 








From the“ Bugle,” Farmington, Jil. 
The alert, open-eyed, quick-to-grasp-an-idea 
business man is the one who succeeds in this 
age of rush, energy and push-aheaditivenes. 
Such a man pays the same strict regard to the 
advertising department of his business that he 
does to the buying of his goods. One of our 
wide-awake local merchants saw a copy of 
Painters’ Ink on our table. He looked it 
through. He liked it. ‘Send for a copy of 
that paper for me,”’ said he. “It's the & est 
thing of the kind I ever saw, and is just what 
I want. * As an ide a generator it is 
invaluable alike to the shrewdest and the most 
lethargic advertiser, while to the man who 
never thinks of letting the people know of his 
wares, but who sits in his store content with 
the idea that * ‘people know where my place 
of business is, and know what goods I Le to 
sell; why should I waste money on adv ertis- 
ing?” ‘o such a man, we say, Printers’ Ink 


opens up a rich mine ‘of hitherto-unthought- 
of possibilities, 
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From the Advertise “ s Guide,’ New 
J. 


Market, N 


The starting of Ponrvens’ Ink was a happy 
thought. Nothing has conduced to give such 
practical value or to unfold the mysteries of 
advertising in such a marked degree as the 
pre-eminent superior ability with which it has 
been conducted, the absolute fairness and im- 
partiality which has characterized the very 
able contributors who have added lustre to its 
columns. 

There is not a periodical published that is 
read from beginning to end with more avidity ; 
its value to publishers, agents and advertisers 
is exemplified in the fact that it is the excep- 
tion and not the rule to find one who does not 
accord it first place in their office. 

‘he Advertiser's Guide can attest to its 
intrinsic value as an advertising medium, hav- 
ing brought applications from Maine to 
Mexico, from the notices which Printers’ Ink 
has so generously accorded this business circu- 
ar. 


From the “ Western Undertaker,” 
* * * PRINTERS’ Dox toe westiie rr" 
tion issued by Messrs. Geo. P. Rowell 
who are the largest advertising rh in 
the world, and is devoted exclusively to the 
interests of advertisers. It is conducted by 
men who have made advertising a stady of a 
lifetime. The aims, objects and be nefits of 
advertising are shown up in bright lights, with 
“dissolving views,”’ as itwere, The prejudices 
existing among the undertaking fraternity 
against advertising that should have been rele- 
gated to a dead past are clearly shown to be 
the mistaken ideas of men who should have 
died before the flood. The Western Under- 
taker ventures the prediction, that if any in- 
telligent undertaker will read Printers’ Ink 
for one year he will, before the end of that 
time, see the propriety of having a neat adver- 
tisement, giving his name, profession and 
place of business, modestly inserted over the 
death notices in all the leading papers of his 
city and county. 


Chicago. 


From the ** National Publisher‘and 
Printer,” Louisville, Ky. 

It has been suggested that a new professor- 
ship might be instituted in any one of our 
business colleges, with profit to the students 
~ training for commercial life. This should 
be the professorship of advertising. For ad- 
vertising has become as much a necessary 
adjunct to business as bookkeeping. * * 
There comes to us a crisp, new eile 
journal, Prinrers’ Ink, published | by a firm 
of experienc ed advertising agents, which 
gathers in its pages the best thoughts of the 
best writers in America on this subject. The 
neophyte or the experienced advertiser will 
find in this journal invaluable aid, hints and 
suggestions as to the writing of advertisements, 
their typographical display, when and where 
to distribute them, and all the minutia of the 
business, as well as articles of broad consider- 
ation upon advertisements in general. 


From the“ Commercial Bulletin,” 
Minneapolis, Minn. 

There is something about a live advertise- 
ment. It has strength; it compels the reader 
to follow out its lines. There is something 
presented to the eye in boldness, and curiosity 
is aroused which only a reading will satisfy. 
The firm that pays for advertising of this 
character always finds the investment good. 
But there are comparatively few advertisers 
who know how to properly construct an adver- 
tisement, It was probably the realization of 
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this that induced Geo, P. Rowell & Co. to put 
that delightful little publication into the field, 
Printers’ Ink. It hits the need of ever 
business man squarely on the head, for it 
teaches him in a single issue the importance of 
knowing how to write an advertisement, and 
shows him the value of style. It is a paper 
solely for advertisers. There is not a dry page 
in it, and every reader gets the ideas of best 
and shrewdest advertisers and writers in the 
country. 





From the“ Woman's Chronicle,” Little 
Rock, Ark. 

‘How do you ever make your gowns to fit 
when you cut your seams unevenly ?’’ asked a 
lady of her dressmaker. ‘* 1 know,’’ rephed 
the modiste, cheerfully, “*1 am a careless 
cutter ; but | always manage to get the hills to 
meet the hollows, and the result is a perfect 
whole.’ 

This was no mean art, and could it be ap- 
plied to the vital plans of existence, the hills 
of supply put into the hollows of demand, the 
dawn of the millenium would not be far 
distant. To teach this art in commercial ad- 
justment is the mission of Prinvens’ Ink, a 
journal for advertisers. 


From the * American Grocer,’ New York. 

One valuable idea about advertising may be 
worth a fortune. Pkrinrers’ INK is a beauti- 
fully printed journal, which furnishes ideas 
for advertisers; in fact, it is a syndicate 
of experienced advertisers, whose work is 

carefully edited by Geo, P. Rowell & Co., of 
this ir. * * Advertising, we know, is 
something tike good deeds, to be widely dis- 
tributed ; but indiscriminate charity, like in- 
discriminate advertising, is a waste of money 
and the parent of many evils. We suggest 
that advertisers read Printers’ Ix for hints 
and bits of experience as to the best method 
how and where to advertise. 








From the“ Reporter,” Windom, Minn. 

The world is full of men who advertise and 
make money ; other men pretend to advertise 
and don’t make money. Success or failure is 
not chargeable to the advertising system, but to 
the intelligence and method of the adv ertiser. 
Many men want to advertise and don’t know 
how, while others advertise to * encourage = 
the editor. This is wrong. ‘There is no place 
in the world for a newspaper that receives ad- 
vertisements as an “‘encouragement.”” * * * 
How to advertise to draw a trade, and make 
the advertisement an investment upon which a 
—* may be made, a system, a science, which 
become so important as to lead a firm in 
New York to publish a journal devoted to the 
science. Successful and large advertisers in 
cities engin ae solely to write their adver- 
tisements. atch the advertisers in the cities, 
see their system, their method, their tact, their 
acquaintance with the world, with human 
sentiments and caprices. Their advertise- 
ments are entertaining, instructive, and above 
all profitable to themselves first, to the public 
second, the newspaper third. Printers’ Ink 
is the name of the journal referred to, and it is 
= by Geo. P. Rowell & Co., New 


From the“ im eg I: Gazette,” 
Camden, N. /. 

The green Irishman, who “ grazed the wagin 
all over exceptin’ the little things that stick 
hubs,"’ was not a whit more foolish than the 
nickel-in-the-slot advertiser, who deposits his 
money in a bank of chance and sits down to 





await the dividends that never divide. Adver- 
tising, like marriage, is like a lottery, but given 
the proper medium and thought-challenging, 
interest-provoking advertisements, and there 
need be no fear as to the results. The key to 
success in advertising, after the right medium 
is secured, is found in the correct, attractive 
and novel construction of the advertisement. 
The old style straight-jacket advertisement has 
had its day, and has been superseded by its 
modern an sprightly offspring. But not every 
advertiser can write a taking advertisement. 
Of course not. Neither can every preacher 
shoe a horse, nor every blacksmith write a 
sermon, Every man to his trade. Messrs. 
Geo. P. Rowell & Co., the New York advertis- 
ing agents, have made a trade of writing and 
placing advertisements. They publish a 
weekly paper, Printers’ Ink, in which the 
brightest ideas of the most accomplished writ- 
ers are e plified in adverti adapted 
to every department in the business world. It 
is impossible to read this little weekly without 
becoming deeply interested in it and its sub- 
ject. Try it and see. 
From the * Sun,’ Durham, N. C. 

A man cannot stick his toe in the water and 
say he has had a bath or a swim. He must 
get in the water and get wet, wet all over, so to 
speak. To enjoy the surf you must get in the 
“swim.”’ So with advertising—it must be done 
constantly—judiciously. Keep your name be- 
fore the public, and the everchanging populace 
will have it before their eyes when they start 
out upon a purchasing mission. The art of 
advertising 1s a peculiar one. It demands 
study, condensation and the bringing out of 
points which vu catch the public eye ata 
glance. * * Printers’ INK is viva- 
cious, alti catchy. It stops you in the 
midst of a busy rush, and gives you a new 
idea with which to proceed. It will be of un- 
told advantage to you whether you spend 
little or much in advertising. Its pointed 
articles give you something to think about, en- 
large your views, and suggest new ways out 
of the difficulty of disp g of bl 
goods, 








From the “ No Name Magazine,” Baiti- 
more, Md. 

We hope the readers of the No Name Maga- 
zine welcome as heartily as we do PRINTERS’ 
Ink, a weekly journal published in New York 
by Geo. P. Rowell & Co., the well known 
advertising agents. After Columbus discov- 
ered America the Spanish grandees said “ any 
person could have done it,” but they had not 
done it. So some men say that any person 
could have started Printers’ Ink. But no 
person did start such a paper until a happy 
thought occurred to Geo. Pp Rowell & Co. 
How advertisers and those who want adver- 
tisements did before the advent of this clever 
paper is one of those things, as Lord Dun- 
pa 4 ave, “no fellah = find out. q Al- 
though the is published every week, it is 
always fresh bright, pithy, heetay ent full of 
points and id 


From the “ Messenger,”’ Marblehead, Mass. 
To the casual observer trained to the tradi- 
tions of the blanket sheet, there is hardly a 
hint of — force in this trig and many 
ed little weekly. But really it is as full of 


ife as a trolley wire. Whatever it touches 
goes, and it touches the intelligence of thou- 
sands of America’s shrewdest business men 
every week, They scan it with the same 
avidity with which they acan their ledgers. 
There is money in both, * As in the 
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bible story of Joseph and his brethren, the 
other sheaves hasten to Joseph's sheaf to 
make obeisance, so competing advertising 
agencies have been prompt to recognize the 
pre-eminence which this latest acquisition of 
the House of the Ten Spruce Trees. 


From the “Advance,” Bunker Hill, 1. 

No doubt you think you are—and perhaps, 
in the ordinary acceptation of the term, you 
are—the equal of your immediate competitors. 
But do you make any systematic effort to get 
ahead of your competitors? How about your 
advertising? Do you study it as closely as 
your price current of the staple goods in your 
line? You ought to; in fact, you ought to 
study it more, for judicious and progressive 
advertising is admittedly the keystone to the 
arch of modern business success. The busi- 
ness man who studies to make his advertis- 
ing pay him the highest possible return for his 
money, will find that the greatest possible as- 
sistance can be gained from Printers’ INK, a 
weekly magazine published by Geo. P. Rowell 
& Co., 10 Spruce st., New York, one of the 
oldest and confessedly most reliable advertis- 
ing firms in America. There is not a single 
issue of the magazine that will not more than 
pay the subscription price of only $2 to the 
earnest seeker after means to promote his busi- 
ness interests. 
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WANTS. 
Advertisements under this head cents a line 


SPECIAL ADVERTISING AGENT in New 
York City. THE COLLECTOR PUBLISH- 
ING CO., Detroit, Mich. 


wars A position as Business Manager 

on a morning new spaper, in a good city 
or large village. Address “J.C. B.,” 13 Lyne *h 
Building, Syracuse, Y. 


Vy YANTED — Position by EXPERIENCED 

hewspaper and magazine man. ae oo r 
ences as to ability and character. “ C. 
Drawer 852 Grinnell, lowa. 


YANVASSERS wanted to secure subscrip- 

/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spruce St., New York. 

q)NGAGED at present. Manager of mail 

v) and advertising department of large con 
cern will be open for position about 15th June. 

Address “ ERNEST,” care PRINTERS’ INK. 


VHE SOAP & PERFUMERY JOURNAL, 

Kemble Building, Whitehall Street, New 

York City, wants Advertisin Solicitors. 
Spot cash paid on verification of contract. 


y ’ ANTED—Position, where 8 years’ expe- 
rience as manager of prominent N.Y. 

religious weekly would be of value. Highest 

references, Address “ J. J.,” Printers’ INK. 


y 7. ANTED.—Will pay for best design for 

paper heading, $10.00; for descriptive 

cut, $5.00; for descriptive poem, $5.00. For 

ae ulars address DANA SARSAPARILLA 
, Belfast, Maine. 


AMERICAN, author of several published 
stories, seeks editorial position, city - 
country ; would also contribute special ar 
cles, stories, ete. Address “ RELIABIL ITy, ‘ 
care PRINTERS’ INK. 


Vy ,ANTED—A JOB COMPOSITOR. Expe- 
rienced, steady man, who is a quick, 

tasty workman. Permanent ition and 

good wages to the right man. ddress, with 
references, MORRILL BROS, Fultori, N. Y. 


WEEKLY paid-up subscribers. 
5.500 2 Paper 54 years onl. Rates just 
reduced 15 pes ¢ cent. Rest medium for South 
Carolina t Try and be convinced. 
THE Sc THIN CHRISTIAN ADVOCATE, 
Columbia, 8. 


MAN or woman with some cash to push 
44 a paper with a future. $1,000 to $10,000. 
Unly pays expenses now. No “ fake,” but a 
well-planned journal, in a field not over 
worked. Editor will prove his faith by giving 
services free for a year or two. won t write 
from curiosity. “ * Box 3250, N. Y. City. 





YOUNG MAN, 27 years of age, a com- 

petent, experienced accountant, corre 
spondent, penman, stenographer and type- 
writer, desires temporary employment dur 
i. g June and July as stenographer or private 
secretary. Has had practical experience as 
correspondent and accountant, and also as 
teacher in commercial departments. Wages 
expected, $20 a week. Address “ . R.,’ 
care of PRINTERS’ INK. 

VERY ISSUE of PRINTERS’ INK is 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relt 
upon to do the business. 

oneal +o ie 


FOR SALE. 
Advertisements under this head WO) cents a line 


V INIATURE DYNAMOS for premiums, 
pt EMPIRE PUB. CO., 66 Duane St., N. Y. 


yN AN and Other Monkeys, a 5c. pamphlet by 
T. TURNER, Le ‘xington St., Baltimore, Md. 


io AR SALE The house 151 Eliot Place, 
Brooklyn, 21x10. Price, $7,000. Apply to 
owner, GEO. P. ROWELL, 10 Spruce St., N. Y. 


VOR SALE—The house 112 Kosciusko St., 
Brooklyn, 15x10. Price, $4,000. Apply to 
owner, GEO, P. ROWELL, 10 Spruce St., N. Y. 


Vig OFFICE and NEWSPAPER in Michi 
e an. Earning big money. $4,000. Inves 
tigate. “ MICHIGAN,” care of Printers’ INK. 


DIXON WA WATCH & LAUNDRY 
60. 000; TTERS (Agents) '88 & '89 at 
a bargain. 20,100 mail order letters for sale. 
LADIES’ BAZAR, 290 La Salle St., Chicago, Il. 


Arcos T 300 pounds of Minion type ; in good 
condition ; Farmer, Little & Co’s make ; 
15 cents a pound. Proofs -2 EMORY L. 
MARSTERS, Foreman Journal, Albany, N.Y. 


75 ¢ FOR only paper in good Idaho 
eo de) town; cash or easy payments. In 
come, $2) monthly. Man and boy can do all 
|= work. Address, “ IDAHO,” care PRINTERS’ 
NK. 


re SALE—Whole or half interest in suc- 

-essful literary weekly in Toronto, Cana- 

da. Established six years. Subscription list 

and advertising pesrpacge good. Address 
*Z.,” care PRINTERS’ Ly 


AILROAD 8s0U — INDUSTRIAL 

RECORD—paper and printing establish 
ment—will be sold as 200 per cent investment. 
Best ee eris eg! South. Address 
A. L. HARRIS, Atlanta, Ga. 


“4 (HALF CASH, HALF TIME,) 

$5.000 will buy controlling interest 
in “ Springfield (« »hio) aily Democrat” and 
“ Weekly Transcript.” Purchaser can clear 
5.000 first year. Address DAILY DEMO. 
CRAT, Springfield, Oh Ohio. 


YOR SALE—The entire or one-half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ Ink 














JOR SALE- One of the best new spapers in 

Western Ohio. Complete job equipment 

in connection. Excellent business. aking 

money. Price, $50,000, Reason for selling— 

too many other business interests to watch 
over, Address “ Y. E.,” care Printers’ Ink. 
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R SALE—LEE’S NEWSPAPER LEDGER 

and pesriess system of newspaper ac- 
counts. Simple and practical. Save time, 
labor and a and give astonishing 
results. Now usec by De AN nis 
For circulars address J. HIN, 115 
Fifth Ave., Chicago, IL. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
ee the story in twenty-three words and send 
it, with two dollars, to the office of PRINT- 
Eks’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
wenerally secure a customer. 


VOR SALE—20 shares or less in a large 
daily and weekly newspaper, job and 
bookbinding plant, in the capital of a new 
Territory; capital, 500 shares of $100 each, 75 
per cent paid up; 7 latest “yy presses 
and entire plant newest and — yre 
is the Republican Territorial organ, with A 
sociate Press dis) — and wide circula- 
tion ; has all the + 7 printing, and no 
competition for the b k and county work 
of the Territory ; Ant and exclusive 
sale of Territorial statutes; over $1,500 a 
month cleared in past 6 months ; magnificent 
field, rapidly developing. Buyer must be 
prac tica newspaper man, capable of taking 
either editorial or business management. 
Address “ G,” care PRINTERS’ INK. 


'S. 






SPECIAL NOTICE 


Advertisements under this head, two lines or 
more, without display, We. a line. 


= GUIDE. 


AM='s LISTS ARE strong. 
Praeners: CALL, Quiney, Il. 

LF*"* INKS are the best. New York. 
4 ee EDUCATOR, Boston, for teach- 


GENTS’ HERALD, Phila., Pa. 
80,000 monthly. 
MFVHE GRAPHIC, Chicago, “the great West- 
ern illustrated weekly.” 
HE GRAPHIC, an naan value at 
least cost to advertisers. 
RIGHT, clean and reliable is the SAN 
FRANCISCO BULLETIN 
COMPLETE Family tia er. SAN 
FRANCISCO c. AL L. E Estab. Is 
A% NTS’ names $i to $10 per 1,000. 
AGENTS’ HERALD, Phila., Pa. 
OUISVILLE COMMERCIAL Rey" better 
than any other Louisville Daily. 
YAN FRANCISCO WEEKLY CALL and 
BULLETIN cover the Pacific Coast. 
ARGEST evening | circulation S ad 
nia—SAN FRANCISCO ISCO BULLE 
ROSPEROUS, intelligent rome reached 
by the SAN FRANCISCO BULLETIN. 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 
HE ADVERTISER'S GUIDE—Mailed free 
by STANLEY DAY, New Market, N. J. 
IGH grade, pure tone, honest circulation. 
None better. SAN FRANCISCO CALL. 
INGHAMTON (N. Y.) REPUBLICAN. Over 
6,000 copies daily. Affidavit if desired. 


IGH-CLASS HOTELS advertise in THE 
NEWS SERIES. General office, Utica, N.Y. 


MERICAN SCHOOL BOARD JOURNAL. 
Reaches every School Official in America. 
Yer can run a local ou how. plckont 
PROFIT. Will tell you how ORIAL 
WEEKLIES COMPANY, 3 West 23d St., N, Y, 


15th year. 








DVERTISING rates 15c. per inch per day. 
Cire’n 6,500, Enterprise, Brockton, Mass. 
IGHEST ORDER Mechanical Engraving 
J. E. Khodes, 7 New 4 New Chambers St., N. Y. 








346 W.; circu 


55. 063i BAN FRANCISCO CAL a 


ATENTS for inventors ; 40 page book free. 
-% T. FITZGERALD, 800 F St., Washing 
ton, D.C. 


yp sok COMPOSING RULES to ex 
hange for locals; three to fifty ems. 
GAGE TOOL CO., Vineland, N. J. 


TZ\YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 
tc. stamps. Address GEO. P. ROWELL & CO., 
New York. 


I ALTIMORE SUN.— According to the Amer. 

ican Newspaper Directory for 1891 this 
paper has a larger circulation than any other 
daily in Maryland. 


PPVHE KEOKUK GATE CITY, in the Ameri- 

can Newspaper Directory for 1891, is ac 
corded the largest circulation of any paper 
in Lee County, Iowa, 


ANGOR NEWS—According to the Ameri- 

can Newspaper Directory for 1591 this 
paper has a larger circulation than any other 
morning daily in Maine. 


1 ENVER REPUBLICAN. — According to 

the American Newspaper Directory for 
IN¥1 this paper has a larger circulation than 
any other daily in Colorado. 


IRMINGHAM AGE HERALD. —According 

to the oe Roy =~ -y Directory 
for 1891 this fy - 4. as a larger circulation 
than any other da ily in Ala in Alabama, 


A) EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies eac each issue. 


VHE ANNISTON DAILY HOT BLAST, in 

the American Newspaper Directory for 

1891, is accorded the largest circulation of any 
paper in Calhoun County, Alabama. 


‘AVANNAH, GA.. OLD HOMESTEAD.—Ac- 
cording tothe American New spaper Direc 
tory for 1891 this paper hasa larger circulation 
than any other monthly in the South. 


] ETROITER ABEND-POST has, according 
to the American Newspaper Directory 

for 1891, a larger circulation than all the other 

German dailies in Michigan combined. 


EW ORLEANS TIMES-DEMOCRAT.—Ac 

cording to the American Newspaper Di 
rectory for 1891 this paper has a larger circu 
lation than any other daily in Louisiana. 


HE LEWISTON WEEKLY JOURNAL, in 

the American Newspaper Directory for 
1891, is accorded the largest circulation of 
any paper in Androscoggin County, Maine. 


bie ORLEANS TIMES-DEMOCRAT.—Ac- 
4% cording to the American Newspaper Di 
rectory for 1891 this paper has a larger circu 
lation than any other weekly in Louisiana. 


“ LONACONING WEEKLY REVIEW, 
in the American Newspaper Directory 
for 1891, is accorded the largest circulation 
of any paper in Allegany County, Maryland. 


a HOOL ADVERTISING in Texas should be 
done through the (Dallas) TEXAS BAP 
TIST AND HERALD. Reaches more first 
class homes than any Texas religious paper. 


$1 <4 0 PAYS for the KNIGHT'S JOUR 
ee)M) NAL (Monthly), and a complete 
setof cither Dickens or Waverly Novels. 
T. J. SMITH & CO., Publishers, Cincinnati, 0. 


ROGRESSIVE AGE (Semi Monthly}, pub 

lished at 18 Broadway, New Y York, has, 
according to the American Newspaper Direc 
tory for 1891, the largest circulation accorded 
to any journal devoted to the gas industry of 
America, 
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APER DEALERS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by printers and publishers, at low- 
est prices. Full line quality of Painters’ INK, 


MENHE GEOKGETOWN WEEKLY SUSSEX 

JOURNAL, in the American Newspaper 
Directory for 1891, is accorded the largest cir- 
culation of any paper in Sussex County, Del- 
aware. 








OWELL NEWS.—According to the Ameri- 
ican Newspaper Directory for 1991 this 
paper has a larger circulation than any other 
daily in Massachusetts, excepting the Boston 
papers. 


'EVHE CHICAGOER FREIE PRESSE (Daily), 

published in Chicago, has, according to 
the American Newspaper Directory for 1891, 
the largest circulation of any German daily 
in Iilinois. 


MPVUE PO’'KEEPSIE WEEKLY NEWS.-TEL- 

EGRAPH, in the American Newspaper 
Directory for 1891, is accorded the largest cir- 
culation of any paper in Dutchess County, 
New York. 


AMILIEN BLAETTER (Weekly), published 
in Detroit, has, according to the Ameri 
can Newspaper Directory for 1891, the largest 
circulation accorded to any German weekly 
in Michigan. 


TYNHE RURAL CALIFORNIAN, published at 

Los Angeles, has, according to the Amer- 
ican Newspaper Directory for 1591, the largest 
circulation of any agricultural paper issued 
in California. 


MPVH# LEADER (Munthly), published in Bos 

ton, has, according to the American 
Newspaper Directory for 1891, the largest cir 
culation accorded to any Musical paper in 
Massachusetts. 


SS (Weekly), published in San 

Francisco, has, according to the Ameri- 
can Newspaper Directory for 1891, the largest 
circulation accorded to any Skandinavian 
paper in Callfornia. 


TP\HE WESTERN PENMAN (Monthly), pub- 

lished in Cedar Rapids, has, according to 
the American Newspaper Directory for 1891, 
the largest circulation accorded to any Edu- 
cational paper in lowa. 


YHRISTIAN OBSERVER, the organ of the 

/ Presbyterian Church, published at Louts- 
ville, covers the entire South thoroughly and 
has the largest circulation of any religious 
newspaper in Kentucky. 


V YITNESS, Weekly, New York, is among 

the 161 oowannoees to which the new 
edition of the American Newspaper Directory 
for 1891 accords a regular circulation of more 
than 50,000 copies each issue. 


V\HE PHONOGRAPHIC MAGAZINE (Month- 
ly), published in Cincinnati, has, accord- 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any educational paper in Ohio. 
YARPENTRY AND BUILDING (Monthly), 
/ published in New York City, has, accord- 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any Building paper in New York. 


I EN DANSKE PIONEER (Weekly), pub- 








lished in Omaha, Neb., has,according to © 


the American Newspaper Directory for 1891, 
the largest circulation accorded to any Dan- 
ish weekly paperin United States. 


YHRISTIAN ADVOCATE, New York, is 

/ among the 161 newspapers to which the 
new edition of American po Direc- 
tory for 1891 accords a regular circulation of 
more than 50,000 copies each issue. 


HE METROPOLITAN, New York City, is 
one of the 4 monthly publicstions to 
which the new edition of the American 
Newspaper Directory for 1891 accords its 
a circulation rating, viz., exceeding 
,000 copies each issue, 


LOOMINGTON HOME CIRCLE.—Accord 

ing to the American Newspaper Directory 
for 1891, this paper, for the house and family, 
has a larger circulation than any other paper 
in Illinois, Chicago papers excepted. 


‘TEXHE NORTHWESTERN LUMBERMAN 

(Weekly), published in Chicago, has, ac- 
cording to the American Newspaper Direct- 
ory for 1891, the largest circulation accorded 
to any lumber trade paper published. 


QUMMER RESORT and educational adver 
 tisements in the TROY DAILY PRESS, 60 
cents per inch each insertion. The PRESS 
has the largest circulation in Troy, N. Y., 
and it is the leading family newspaper. 


\ TESTERN SCHOOL JOURNAL (Monthly), 
published in Topeka, has, according to 
the American Newspaper Directory for 1891, 
the largest circulation accorded to any edu- 
cational journal west of the Mississippi. 


HE VOICE, published in New York City, 

is one of the 28 publications in the 
United States that, according to a list pub 
lished hy Geo. P. Rowell & Co., circulate be- 
tween 100,000 and 150,000 copies each issue. 


EOPLE’S HOME JOURNAL, New York, 

is one of the 2 newspapers to which the 
new edition of the American Newspaper 
Directory for 1891 accords a regular circula- 
tion of more than 150,000 copies each issue. 


HE ST. LOUIS CHRISTIAN ADVOCATE, 
the organ of the Methodist Episcopal 
Church, South, has, according to the Ameri- 
can Newspaper Directory for 1891, the largest 
circulation of any religious paper in Missouri. 


HE EVENING ITEM, Philadelphia, Pa., 

is one of the 32 newspapers to which the 
new edition of the American Newspaper Di- 
rectory for 1891 accords a regular circulation 
of more than 150,000 for each issue and one ef 
the four DAILY papers exceeding 150,000, 


‘T. LOUIS CRITIC.—The new edition of the 
) American Newspaper Directory names 
19,373 papers, but accords a circulation rating 
of more than 25,000 copies to only 333. Twen- 
ty-four papers in Missouri have this rating, 
and the Critic is one of them. 


RCHARD AND GARDEN, Little Silver.— 

The new edition of the American News- 
paper Directory names 19,373 papers, but ac- 
cords a circulation rating of more than 25,000 
copies to only 333, This is the only paper in 
New Jersey having this rating. 


LBANY JOURNAL (Weekly).—The new 

edition of the American Newspaper Di 
rectory (for 1891) names 19,373 papers. It ac- 
cords a circulation rating of 37,500 copies to 
28 papers in New York State, and the Albany 
Weekly Journal is one of them. 


HE NEW YORK MORNING JOURNAL.— 

The new edition of the American News- 
paper Directory for 1891 rates only ten news 
papers in the United States as issuing more 
han 100,000 copies daily. The New York 
Morning Journal is one of them. 


wer s MAGAZINE.—The new edition 
of the American Newspaper Directory 
for 1891 rates only ‘3 monthly publications as 
having a circulation exceeding 100,000 copies 

ach issue. Munyon’s Magazine, published 
at Philadelphia, Pa., is one of them. 


ETROIT SUNDAY SUN.—The new edition 

of the American Newspaper Directory 
names 19,373 rs, but accords a circula- 
tion rating of more than 25,000 copies to only 
333. Nine papers in Michigan have this rat- 
ing, and the Sunday Sun is one of them. 


ALTIMORE DAILY MORNING HERALD. 
-The new edition of the American News- 
paper Directory names 19,373 papers, but ac- 
cords a circulation rating of more than 2,000 
copies to only 333. Two papers in Maryland 
have this rating, and the Daily Morning Her- 
ald is one of them, 
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HE gy a ee new eee of 
ewspaper rectory 

names 19,373 papers, but 5 onptede a.cizeubetinn 
of more than 25,000 copies to vay | 333, 


Twenty-five papers in Massachuse' 
this rating, and the PILOT is one of t nome 


E CAN SAVE you fifty dollars when you 
build.” st ns, ready to build from, 

only 25 cents. Our Book, Beautiful Homes, 
cents. Advertise in THE NATIONAL. BUILDER. 
Write for catal es. Address, THE NATIONAL 
BUILDER, Adams xpress Bu Build’g, Chicago, ILL 


HE MAIL AND EXPRESS (Daily).—The 

new edition of the American Newspaper 
Directory names 19,373 papers, but accords a 
circulation voting of more than 25,000 copies 
ony One hundred and ten papers in 
New York have this rating, and the Mail and 
Express is one of them. 


HILADELPHIA SUNDAY ITEM—Rowell’s 
Directory for 1891 rates only four Sunday 
apers in t ae United States with a regular 
circulation exceedi 150,000. THE PHILA- 
DELPHIA SUNDAY TEM is one of the four. 
tes lower than any newspaper in America 
for similar circulation. 


N CAREFULLY epeeraining what his ad- 

vertising costs him, W. Atlee Burpee, the 
well-known seedsman of Philadelphia, shows 
that out of 48 papers and magazines 45 cost 
him more than the New York Weekly Wit- 
ness. For fuller particulars see pages 1 
and 1923 American Newspaper Directory. 


NIGHTS OF HONOR REPORTER, Boston. 
—The new edition of the American News- 
paper Directory names 19,373 papers, but ac- 
cords a circulation rating of more than 25,000 
oooten to only 333. Twenty-five papers in 
Massachusetts have this rating, and the 
Knights of Honor Reporter is one of them. 


AVANNAH, GA., OLD HOMESTEAD. shined 
\ new edition of the American Newspa “Al 
Directory names 19,373 papers, but accords 
circulation an —% of more than 25,000 copies 
to only ree papers in Georgia have 
this rating, and the Old Homestead is one of 
them. 


UFFALO DAILY TIMES.—The new edition 

of the American News r Directory 

names 19,373 papers, but accords a circulation 

rati more than 25,000 anptes to only 333. 

One o hundred and ten pa n New York 

have this rating, and the huffalo Daily Times 
is one of them. 


HE TEACHER.—The new edition of the 
American Newspaper Directory names 
19,373 papers, but acco: be circulation rating 
of more than %,000 copies to only 333. One 
hundred and ten rs in New York have 
this rating, and The Teacher, with its guar- 
anteed circulation “of over 50,000, is one of 
them. 


AYTON, Ohio.—Geo. P. Rowell & Co. of 
New York in their new BOOK FOR AD- 
VERTISERS name the best, most widely cir- 
—- most influential pa pers at each 
mportant center of popu ation or trade 
thoughout the whole country. For Dayton 
the paper accorded this distinction is THE 
HE . 


row x CITY, Nevada.—Geo. P. Rowell & 
Co. of New York in their new BOOK FOR 
ADVERTISERS name the best, ment ibe 
circulated, most influential pa eac 
important center of populnt on o trade 
th hout, the whole country. For Carson 
City the 4 gf accorded this ‘nettnction is 
the APPEA 


ENVER, Colorado.—Ge —Geo. P. Rowell & Co. 
wine New York in their new BOOK FOR 
RS name the best, most —— 

Py most influential papers at eac 
important center of population or_ trade 
———— the whole country. For Dewees 
accorded this distinction is the 


PRINTERS’ INK. 


UR _ advertisement in The yt yd 

CHRISTIAN ADVOCATE is pa yng 
better than all the other papers sult on ~~ 
and we use twenty-three other pa 
larly,” say the Holler & Anderson “y te 0. 
of Rock Hill, 8. C. For rates in aa & Ab- 
VOCATE, address CHARLES A. CALVO, Jr., 
Columbia, 8. C. 

IE WESTLICHE POST is the oldest, 

largest and most influential German 
daily in the Mississippi Valley. It is the only 
German paper in St. a which is edited 
and composed entirely St. Louis. An 
advertisement in DIE WHESTI ICHE ST 
brings sure returns. Office: Westliche Post 
Building, St. Louis, Mo. 


ONEY ?—There are a greater number of 
insurance, banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is is a Comspicuous feat 
ure in the columns of the TIMES, the undis- 
— leading newspaper a Connecticut. 
mple copy tells; rates also. 
NHE FREEMAN —The only illustrated col 
ored newspaper, published at Indianap 
olis, has, according to the American Newspa- 
per Directory for 1891, the largest circulation 
of any negro journal in the United States. 
It is read by more than 100,000 colored people 
every wee A novel feature is that the 
type- setting, illustrating, sins, premevert: 
and editorial work is all done by colored 
persons. 


yay Newspapers printed in for- 
eign uages. Complete lists of Ger- 
Scandinavian, neh, Spanish, or 
pers in the United States, 
or all those — in any language other 
than English, may be found in Geo P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to ane, address for one dollar. 

Apply to GEO, P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 


HE AGE-HERALD, Birmingham, Ala., the 
only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000, For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 
VHE GOLDEN RULE is a strong evangeli 
cal religious weekly, published at Bos 
ion, and has, according to the American 
New apes Directory for 1891, the largest cir 
culation of any religious paper in New Eng 
land. Advertisers who use its columns regu 
larly say it is a “payer.” They ought to 
know. For rates, address F. T. BURDETT, 
Ady. Mgr., GOLDEN RULE ¢ COMPANY, Bos. 
ton, Mass. 


} ALIFAX HERALD.—The new BOOK FOR 

ADVERTISERS, just issued by Geo. P. 
Rowell & Co., spec: ifies THE BEST paper in each 
one of the States, Territories, Districts or 
Provinces of the United States and Canada. 
This means the BEST paper for an advertiser 
to use if he will use but one in a State and the 
ONE publication which is read by the largest 
number and best class of persons throughout 
the State. For Nova Scotia the paper named 
in this list is the HALIFAX HERALD. 


man, 
Portuguese newspa 


be = PAPER does not insert any adver- 


tisement as reading matter. Everything 
that does appear as reading mc tter is inserte« 

free, The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as pe aye | as read 
ing matter. The cost is 50 cents a line each 
issue for two lines or more. Until further no- 
tice the following discounts will be allowed 
for continued advertisements: 1 month, & per 
cent; 83 months, 20 per cent; 6 months, 9) 
cent; 1 year, 40 per cent, 
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PRESS COMMENTS 


ON THE 


American 
Newspaper 
Directory. 


One glance at the bulky form and compact 
typography of the American Newspaper Di- 
rectory, issued by Geo, P. Rowell & Co., of 
New York, gives an impression of the magni- 
tude of the newspaper interest in the United 
States, but it needs examination of the book 
and consultation of the statistics that it con- 
tailgs to give any correct idea of the extent of 
that business. The work is replete with in- 
formation to those who are engaged in journal- 
istic work as well as to those who advertise.— 
Evening News, Newark, N./., May 22, 7891, 


The American Newspaper Directory, 
lished by Geo. P. Rowell & Co., New York, 
out. This is the twenty-third ' year of its ex- 
istence, and comparing the little volume that 
appeared twenty-three years ago with the pon- 
derous volume before us we are reminded of 
the mouse and the elephant, indicative of the 
vast increase in the business proportions of this 
well-known firm. The volume embraces an 
exceedingly large amount of information, of 
great value to the advertiser, merchant, and 
all interested in the industries of the country, 
and is a valuable adjunct to any business man’s 
library, especially to those who believe in ad- 
vertising their wares extensively, but judici- 
ously.—Evening Standard, New Bedford, 
Mass., May 15, 1891. 


ub- 


The recently issued newspaper directory pub- 
lished by Geo. P. Rowell & Co, gives much 
interesting information about the papers and 


periodicals. These figures are of interest, not 
only to those in the publishing business, but as 
well to the public generally, They show how 
thoroughly the American people keep them- 
selves informed on current events and speak 
well for American intelligence.—/ ress, Utica, 
May 2, 1891. 


The American Newspaper Directory for 
1891, =. by Geo, P. Rowell & Co., of 
New York, is a portly volume of nearly 2,300 
pages. The compilers have done their work 
well, and this publication, which has been for 
twenty-two years the standard authority in 
reference to ae circulations and other 
data, easily e.— Press, 
Troy, N. Y., May 7, "1850. 





Newspaper statistics are always interesting 
and, therefore, when Rowell’s annual direc- 
tory makes its a ance we are always sure 
to find within its well-filled pages much of gen- 
eral information and interest. From it we 
learn the past year has been one of unusual 
activity in the newspaper world. The number 
of newspapers now issued in the United States 
and Canada, including the daily, bi-weekly, 
tri-weekly, weekly, semi-monthly, monthly a 
quarterly issues, now te 19,373, which 
is a net increase of 1 ,613, which is a greater in- 
crease by 960 than was one year ago. 
—New Era, Lancaster, Pa,, May 15, 1891, 
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The American Newspaper Directory, an ex- 
|? volume very carefully prepared by 

xe0. P. Rowell & Co., the great newspaper ad- 
poe ha bureau, for ‘1801, is just out.— News, 
Dayton, O., May 14, 1891. 

It is an invaluable book in a newspaper office. 
It is equally as valuable to all people having 

oods or business to advertise. The nag) is 
more valuable this year than ever before, be- 
cause it is more complete than ever. T his is 
the twenty-third year of this work's publica- 
tion, which fact suggests the great value of all 
its editions for that time.— News-Press, Pough- 
hkeepsie, N. ¥., May 13, 1801. 


The twenty-third annual newspaper direc- 
tory of Geo, p. Rowell & Co., the best-known 
advertising agents in the world, has just been 
received, It is a volume of 2,240 typographi- 
cally handsome pages, and contains a descrip- 
tion of every newspaper and periodical pub- 
lished in the United States and Canada, as 
well as of the towns and cities in which they 
are published. In addition are many valuable 
aids to advertisers. It is a veritable encyclo- 
pedia on advertising, and is the largest and 
most complete work of its kind ever issued. 
San Diego Union, San Diego, Cal., May 1, 
1891. 


Geo. P. Rowell & & Co. ha have just issued the 
largest American newspaper directory ever is- 
sued, It is generally conceded that they quote 
newspaper circulations more nearly accurate 
than any other publication.—/ourna/, Minne- 
apolis, Minn., May 5, 1801. 


Geo, P. Rowell & Co’s American Newspaper 
Directory for 1891 is on the I estern Jeweler’ s 
editorial desk. Messrs. Rowell & Co. have 
beaten all previous records in the compilation 
of this, their latest, effort in the directory line. 
The mass of statistical information incorpo- 
rated in the volume is well-nigh bewildering, 
while the typographical and bindery work 
cannot but excite the admiration of the profes- 
sion. The Western Jeweler congratulates the 
publishers of the directory upon the success at- 
tending their twenty-third effort.—W estern 
Jeweler, Chicago, 1il., May 9, 1891. 


The directory is very complete in its facts 
and statistics, and while it is indispensable in 
the office of the newspaper publisher and liter- 
ateur, it contains facts to interest almost every- 
9” Democrat, Amsterdam, N. )., May 


» 1891. 


The 77mes has received the valuable volume 
for 1891 of George P. Rowell & Co's American 
Newspaper Directory. It is a thick book of 
over 2,200 pages, containing newspaper statis- 
tics for every county in the United States, Its 
information concerning town populations, rail- 
way connections, and a multitude of other 
things, is of value and interest to others besides 
advertisers; but to the latter it is especially 
valuable. owell & Co's business is to look 
out for the advertiser's real interest. Hence 
they do not “‘ guarantee ’’ the statement of cir- 
culation sent them by any newspaper publisher, 
until they have taken pains to investigate and 
find out something near the truth. They write 
us that they find few newspapers willing to 
make such statements of actual circulation, 
backed up by offers of fullest privileges of ex- 
amination and proof, as the Hartford 7/mres. 
To be sure, they publish —- } Ramee sent to 
their Directory by other hich do not 
afford such opportunities for oe mate ne al but 
none of these do Messrs. Rowell & Co, guar- 
antee.— Times, Hartford, Ct., May 23, 159i, 
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PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 


INK. 


GEO. P. ROWELL & CO., Pususners. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi* 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


Until further notice the following discounts 
will be allowed for continued advertisements : 


6 GUM cnccccccase 10 per cent. 
7. ee c—-_— => 
SG pe ccevccece ee 
© JOM, ccc ccvcvcsces nih han 


Advertisements may be changed weekly. The 
circulation af Printers’ Ink since February, 1891, 
has been as follows : 





February 4, copies printed,............ + 41,250 
oo RS | “Sti seeweumes 42,000 

re 18, oT 42,000 
a OCR ORO ROSS OE 42,000 
March 4, rd aearaiwegin wee 42,000 
- i, nn tere re. eee 42,000 

i 18, or 42,000 

109 25, iret ere 42,000 
April 6 ie knee See + 40,250 
“ 8, ~' . pebsgeennaad 40,250 
sg 15, =» angie eeeee 40,250 
- 22, re 41,000 
- 20, .. 40,250 
May 6, « 56,750 
= i. » ... «eoacedeeaee 40,250 
« 20, poh gree sealable 42,250 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, JUNE 3, 1801. 





THE reading public is becoming 
more and more critical of the appear- 
ance of advertisements, Does any one 
doubt it? Let the advertising man 
throw off his professional cloak and 
look about him. Then he will go back 
to his work with a renewed energy and 
an enhanced appreciation of the field 
in which he labors. Along some lines 
of advertising the public is becoming 
blase. People recognize that certain 


styles have been run into the ground, 
as the phrase has it ; but for anything 
novel, clever, artistic, specially inter- 
esting, there is unlimited appreciation. 
The unsigned work of different artists 
is traced through various announce- 
ments, and the layman is even coming 
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to understand something about the 
harmony of types and the special 
beauty and effectiveness of certain 
faces. Literary skill, too, is being 
noted and commented upon. = In 
short, the education of the public in 
advertising matters, for which we have 
striven, is being accomplished. ‘Ihe 
question to consider is, now that we 
have accomplished it, what shall we do 
with it ? 





THE man who likes to fill his adver- 
tisement full to overflowing with read- 
ing matter and order in heavy display 
type and plenty of it ought to glance at 
the page devoted to Lundborg’s Edenia 
in the June magazines. The reaction 
is likely to do him good. All the read- 
ing matter on the page aside from the 
title, ‘‘Guess what I’ve got?” is in- 
cluded in a tiny bit of space about 
quarter of an inch square. But only 
think of the number of eyes that will 
be concentrated upon that spot! It is 
hardly fair to criticise seriously such a 
bright piece of originality ; but has it 
occurred to any one that the label on the 
perfumery bottle would, when reflected 
by the mirror, appear reversed? Of 
course, it did not suit the purpose of 
the advertiser to have it appear so, and 
probably few persons would think of 
this transposition of nature. 





SUCCESSFUL advertisers nowadays 
pay greater attention than ever before to 
the preparation of effective announce- 
ments. Not only must the advertise- 
ment be well worded, but it must also 
possess some quality that will make it 
conspicuous beyond others which will 
surround it. Dr. Pierce, Ivory Soap, 
Pearline, Rogers, Peet & Co., Pears’ 
Soap, Royal Baking Powder are con- 
spicuous examples of successful adver- 
tisers who incur a considerable expense 
for the mere preparation of the adver- 
tisements used from day to day. They 
seem to fully realize that a good adver- 
tisement is the foundation stone of an 
advertiser’s success, and that money 
spent in getting started right is judi- 
ciously expended. 





JULIAN RALPH touched upon a sig- 
nificant truth when he said, in referring 
to a recently started metropolitan pa- 
per, that it had not yet done anything 
to make one say: “‘ Have you seen 
the to-day?” Of how much that 
transpires in the business and social 
world would such an interrogatory be a 
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fair test of success? To ‘‘ make 
people talk” is the object of much that 
goes on. It is not such a mean ambi- 
tion either. ‘The society woman who 
strives to make her reception the finest 
of the season in point of flowers, 
decorations and the social standing of 
her guests represents one of the 
phases. ‘The craze for notoriety with 
which other persons are afflicted is 
akin, but less pleasant to contemplate. 
Sut the business man who tries to 
‘*make talk” bas the best excuse—or, 
rather, the best motive of all. How 
can it be done best—the best effect 
produced, the greatest number of 
people attracted, the largest number 
of sales secured? To this art has been 
given the name of advertising. 
REND 

THERE is a tendency on the part of 
large retail stores to sell widely adver- 
tised articles at less than regular rates. 
Does this practice come under the head 
of the ‘* penalties of success?” 

+-> —— 
HERE AND THERE. 
By Horace Dumars. 

The publishers of our large daily 
papers seem to be running mad upon 
the subject of using the bulletin boards 
on the elevated railroads, and there are 
no doubt many advertisers who wonder 
that daily newspapers cannot find other 
mediums through which to attract pub- 
lic notice. Can it be that the public 
are reached more cheaply by bulletin 
boards than through the columns of the 
daily press? If such is the case, there 
should be a reduction of rates on these 
papers. It may be, however, that the 
publishers desire to cultivate a class of 
people who do not read daily papers, 
and if so, what do they expect to gain 
by such an acquaintance? If news- 
paper advertising is good for helping 
general business it should be sufficient 
for advertising the papers themselves, 
and the liberal use of each other's col- 
umns would impress advertisers much 
more favorably than a long array of 
bulletin boards. 

A gentleman who has been running 
a five-line advertisement with good re- 
sults, told me that he recently tried re- 
ducing the space to three lines and in- 
creasing the number of papers. The 
result was a disappointment to him, 
for the total business from the increased 
number of publications was far below 
what he had previously received from 


the fewer papers in which the five lines 
appeared. Publications which had given 
fine returns to the larger advertisement 
were almost unheard from after the 
smaller advertisement appeared. The 
gentleman in question is now convinced 
that advertisements may be made too 
small, and also that fair-sized announce- 
ments give a much better return for the 
amount of money expended. Hereafter 
he will at least double his original space 
instead of reducing it. 





Because a paper has reached a high- 
water mark on some particular occasion, 
advertisers should not be expected to 
take that particular mark as a gauge at 
all times for circulation. The yearly 
average is, after all, the best gauge of 
circulation, 





The publisher who, year after year, 
presents the same figure as his actual 
circulation, does not go as deep into 
the matter as his good judgment would 
warrant. The hotel man who always 
has 300 guests—no more, no less—is in 
keeping with the publisher whose cir- 
culation has remained at an even num- 
ber, year after year. People who are 
familiar with publications know that 
they fluctuate in point of circulation, 
and that there is often more fluctuation 
than publishers wish to have known. 
Especially is this the case with papers 
of large circulation, and the publisher 
who continues at 100,000 for several 
years in succession should not feel hurt 
if the advertiser should wonder why it 
is that he neither goes forward or back- 
ward, and he should not feel offended 
if it were suggested to him that he 
should revise his count with a view of 
securing more accuracy in his state- 
ments. 

WHEN a man places an advertise- 
ment in any paper he owes a duty to the 
advertisement to do his part towards 
securing the benefit to be derived from 
it. Unless an advertisement be looked 
after or suitably changed it soon takes 
on an old appearance which repels 
rather than attracts. If a man buys 
a painting he does not put it in some 
dark, neglected corner, and then com- 
plain that the picture is no good. He 
gives it every advantage of light and 
position. Then what right has he to 
complain against the returns from a 
long neglected advertisement ?—almost 
better neglect advertising than neglect 
the advertisement,—Zx, 





eR a 2 ERI AE tm 








Correspondence. 
AN APOLOGY. 





Tue R. J. Gunnine Co., 
ADVERTISING S1GN CONTRACTORS, : 
CuicaGo, May 16, 1891. 
Editor of Prixtvers’ Ink: 

In my article in Printers’ Ink of May 13, 
headed ** A Word For the Other side,”’ | made 
a rather broad statement that newspapers 
everywhere damned all forms of advertising 
that did not bring a direct revenue to the 
newspaper. 

I now wish to apologize ; a/7 newspapers do 
not mercilessly condemn all forms of outside 
advertising. The Chicago Hera/d of Sunday, 

jay 10, in a two-column article on wail adver- 
tising, headed ‘* Men Who Paint ‘Ads’ ” closes 
with the statement that “every readcr of the 
Sunday Herald can bear witness to the fact 
that this mode of advertising makes household 
words of a great variety of merchandise of a 
miscellaneous kind.”’ The Heraid also prac- 
tices what it preaches, having placed a sign on 
hundreds of tences, reading ** Post No Bills. 
Advertise in the Chicago Heradd.” 
S. W. Hoke. 
-_ 
MODERN METHODS ARE SUCCESSFUL, 
AFTER ALL. 
Tue American Farm News, l 
Axron, O., May 13, 1891. § 
Editor of Printers’ Ink: 

It is with absolute surprise that I find in 
your May 13 issue, just received, letters that 
passed between N. W. Ayer & Son and the 
American Farm News in February last, 
These letters were and are the private prop- 
erty of this company, and we should be very 
greatly obliged to you if you aid us in ascer- 
taining how they could get into print without 
this company’s knowledge. ‘That it may do 
us very serious injury with Ayer & Son, with 
whom we have large dealings, is but part of 
the wrong. Worse even isthe appearance it 
bears of a betrayal of business confidence by 
us, when it was done without our knowledge 
and contrary to our custom in such matters. 
If you wish, you are at liberty to publish this, 
Please investigate the trouble and promptly 
advise. 

Tue AKRON PRINTING AND Pustisuinc Co, 
T. C. Raynowtps, B. M, 
—— 


“ ABSOLUTE” CIRCULATION. 


New York, May 7, rao1. 
Editor of Prixters’ Ixk: 

In Prinrers’ Inx dated May 6 a newspaper 
publisher fills quarter of a page, at an ex- 
pense of twenty-five dollars, for the purpose 
of informing advertisers that his ‘‘ absolute”’ 
circulation is in excess of 60,000 copies, when 
for a matter of a two-cent postage stamp and 
his compliance with the fair, square and 
business-like request sent to him — pub- 
lishers of the American Newspaper Directory, 
the figures of his circulation would have been 
given as 60,000 and not “ in excess of 22,500,” 
as is stated in the 1891 edition of their work. 

If the number of returns received from an 
average drawing advertisement in a ——_ 

r count for anything, I am inclined to be- 

ieve that this particular paper hasthe amount 

of circulation which it claims, for it shows up 
well in comparison with other mediums of 
gilt-edge value, 
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But the careful advertiser will not think 
this quarter-of-a-page statement convincing 
enough to accept, because of the absence of 
any explanation as to why the publishers of 
the directory were not furnished with the 
exact infurmation as to circulation when they 
requested it. 

The time has come to acknowledge Rowell’s 
Directory to be invaluable to all advertisers, 
and standard, and any editor who dodges the 
questions put to him by its publishers regard- 
ing the extent of the circulation of his paper, 
not only lowers the status of his publication 
as an advertising medium, but also dwarts his 
advertising patronage. 

The coming newspaper publisher will not 
labor under the delusion that the number of 
copies printed is none of the advertiser’s 
business. Nor will the coming advertiser be 
satisfied with other than a straightforward 
statement from the newspaper publisher as he 





finds it in Rowell’s Directory. Gee Per, 
A CRYING EVIL IS NOW TO BE REME- 
DIED. 


ATLANTA, Ga., May 7, 1891. 
Editor of Pwinrers’ Ink: 

It is well known that Dun'’sand Bradstreet's 
agencies exist for the protection of merchants, 
and similar institutions exist for the protection 
of grocers, etc. Newspapers also have their 
unions to protect them from fraudulent adver- 
tisersand advertising agents whose credit is 
not Ar, or whose methods are questionable. 

It has often occurred to me, as well as to 
other newspaper advertising agents, that said 
advertising agents should have something of 
the kind to protect them from the newspapers, 
and especially from such papers as ** give the 
agent’s commission off,” in order to secure 
advertising to the great detriment of the 
agent’s business, To illustrate, I will! cite one 
of many such cases which otten occur: 

Some time since, after a good deal of 
trouble, time and expense, I secured a paying 
advertisement for a reputable and laryely 
circulated Southern newspaper, the said ad- 
vertisement to run three months. I obtained 
for it the usual schedule price charged by said 
paper, lss the advertising agent’s “usual 
commission,”” The money was paid, cash with 
the order, Before the time had expired the 
publisher of this paper wrote (and I after 
wards saw the letter: tu the advertiser, offer- 
ing to continue the advertisement three 
months longer, naming a figure exactly what 
was charged before, less the agent's commis- 
sion, 

Now, what did this advertiser think ? Possi- 
bly he thought the agent overcharged him ; 
but when the matter was explai:ed he refused 
to renew the order with the paper, and ad- 
vised the agent to “‘have nothing to do in 
future with such a paper.”’ He said *‘he 
wouldn't solicit for such people.” 

Now, this is not an isolated instance—it is 
getting to be almost a common occurrence, 
and if newspapers will not protect advertising 
agents said agents should have nothing to do 
with them; and there should be a “ black- 
list’? headquarters somewhere, where all such 
papers could be reported, and such reports 
should be sent to all avencies. 

I, for one, believe in square business meth- 
ods, and if newspapers wili underbid and thus 
cut the business throats of those who work 
for them, they are unprincipled, and we 
should have nothing to do with them. 

T, E, Hansury, 
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$1.50 AN ING 


A YEAR PER PAPER 


Sounds like a very low price, but one cannot always 
judge of the cheapness of newspaper advertising by 
the sum charged for it. Remember that. 

Certain lists of country papers are worth very much more 
than others, some might with reason be considered 
dear at $1.00 an inch a year per paper, while others 





would be ridiculously cheap at more than double that 





figure. Some advertisers cannot understand _ this. 
They have but one general and indefinite idea of the 
value of a country paper which they apply to all of 
that class. 


We do not offer space sub rosa in Kellogg's Lists at prices 
varying from 75 cents to $1.50 an inch a year per 
paper, but for all that our prices are relatively the most 
favorable. 

We do not give six months’ credit even to the most reliable 
customer, as some of our contemporaries advertise to 


do, but we are glad to enter into sensible business 





negotiations with all who can employ our Lists profit- 
ably, with the assurance of a determination on our 
part to render a full equivalent in the excellence of our 
work, the correctness of its execution, and in ample 
returns to our customers for the money they spend 
with us. 


A. N. KELLOGG NEWSPAPER COMPANY, 
368 & 370 DEARBORN St., CHicaco. 


Tripune Buitpinc, New York. 























Miscellanies. 





ATTEMPTING TOO MUCH, 


Oh, he was a poet both bold and free, 
But he got to the end of his line 
When he wrote a beautiful verse for me, 
And tried to rhyme SIX with IX. 
—Puck. 


THE LAST, 


At work upon his proof-sheets 
An editor once sat, 
When at the door a sound was heard, 
A confident Rat- 
TAT! 


“Come in!” he cried. The portal yawned, 
And slammed against the wall. 

A form strode in. It was a poet ; 
A man with lots of gall. 


“* What seek you ?"’ spake the editor. 
“T bring a little poem, 
A parody of Riley's verse ; 
t may be that you 
know ’em !”” 


“* Ha!—tell me—do the final lines 
Run in some novel way ? 

“ They do!’ the poetry man replied, 
“Tn on" ens dig 1 

The editor, he groped amonz 
His deadliest machines 

A bomb of dynamite reduced 


m, h a 
. s 1 v . e as Hi 
That - 1 
- 
poet 


Puck. 


When your model newspaper man is 
writing for the press he is pressing for the 
right as well.— Vonukers Gazette. 

A Milwaukee editor speaks of Mr. 
Donnelly as ** the foam upon the surface,” an 
illustration sure to be understood in’ Mil- 
waukee.— New lork Recorder 


Awful.—‘‘ That's a fine misprint 
you've made in the Society column, Mori- 
arty. 

* What's that, sir?”’ 

“T wrote that Hicks de Pell was a promi- 
nent member of the 400, and you've printed 
400, 200.""—Brooklyn Life. 


A Chicago dog stole nearly one thou- 
sand newspapers and carried them off to his 
kennel. It is thought in Chicago that the dog 
was laboring under mental aberration. Inas- 
much as the papers stolen were Chicago pa- 
pers, it does look that way.—ASosten Jran- 
script. 

An Original Age.—‘‘ What a fool 
Hicksley is to start a new paper.”’ 

= Well, he just proves what I've said all 
along.” 

“What's that ?”’ 

“Tt takes brains not to start a new paper 
these days.” —New York Heradd. 


rt ~ ung man who handled money 
for a New York firm with which he was em- 
ployed, turned up missing the other day. A 
fy - ti writing about it, innocently said: 

is accounts were found to be all right. His 


” 


frienale think he is insane,”—Detroit Free 


Press, 
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Slight, but Serious.—‘* There was a 
bad error in the last number of your paper.”” 

“What was it ? 

“Well, | suppose you meant to say that 
Senator Greathead’s reputation was iaenered, 
but unfortunately you omitted the ‘t’ in * im- 
mortal,’ ’’—Chicago Saturday Eve wily Her- 
ald. 


** When a man makes a large fortune 
what do people say ?”’ asked the teacher. 
‘That he is fortunate,”’ replied the bright 
boy 
- ‘That’ s right. Now, when a man fails in 
busine ess, what do they say?”’ 
That he didn’t advertise.’—New ork 
Recorder 


The sunlight falls on sanctum walls, 
€ window is raised once more ; 
The fresh wind frisks through the editor’s 
whisks, 
And the clippings blow out the door, 
—Oil City Blizzard. 
—_——_~+-+ 
A PESSIMIST. 








HIS OPINION IN 1890, 

It is said that the advertising in agents’ 
books, by the principal newspapers, is growing 
“small and beautifully less."’ It is prophesied 
that it soon will practically disappear. And 
yet it is stated from agency authorities that 
the agents do and will hereafter more largely 
devote themselves to securing advertisements 
for the principal apers. Probably the “* little 
fellows,’ deserted by the agencies, will follow 
the lead of the bigger folks and desert the 
agents’ books.—A merican Advertiser RKe- 
porter. 

HIS OPINION IN 1891. 

It is whispered rather loudly, in some quart- 
ers, that the plan of charging for advertising 
estimates, as practiced by Messrs. Geo. P. 
Rowell & Co., of New York, is not received 
with universal favor by advertisers. It is a 
pity to have so interesting an experime nt 
nipped thus early by the frosts of advertisers’ 
thrift, but it is rather natural that some objec- 
tions should be made to paying one firm for 
that which is freely offered by others ; for that, 
indeed, which others solicit the chance to give. 

American . idvertiser Reporter. 


PRINTERS’ INK wonders if the Ae- 
porter has happened to see the latest 
issue of the American Newspaper 1i- 
rectory. Perhaps this later prediction 
will come as near the mark as the 
former. 








HE firm of GEO. P. ROWELI 

& COMPANY is this day dis 
solved by mutual consent. The busi- 
ness will be conducted under the sam¢ 
name. Mr. CHAS. N. Kent and Mr. 
Oscar G. MOsEs retire as partners, 
but will continue to give their personal 


attention to the business. 


GEO. P. ROWELL & CO. 
1o Spruce Sr., N. Y., May 2s, 1891. 
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BEATTY sasttrSieatiy.wasn'ton, N-J.| 
WOOD ENGRAVI"S. Perkis Peis 
ORIGINAL AxvERTREMENTe writers 


H ARRISO! IN, 217 N. Charles St., Baltimore, Md. 








Port rtraite- -Made to order from 
Photos. Cheapest new apes cuts 
Cee PRESS Send for ce. NTRAL 


PRESS ASSOCL! , Columbus, O. 


you GET w HAT You. PAY F FOR. 
‘Our signs enlighten the entire world.” 
Guaranteed to remain in good condition for 
= year. Just as reliable as the Press. THE 
S GU |NNING CO. , 27 Dearborn St St., Chicago. 


JUCK.—The new edition of the American 
Newspaper Directory for 1891 rates only 

21 weekly papers having a regular circulation 
exceeding 100,000 copies each issue. Puck, 
yublished at New York City, is one of them. 


yrite for rates. 

PREFERRE CANADIAN PAPERS. 
The leading Newspapers 

in every Canadian city from the Atlantic to 

the Pacific, covering C anada completely from 

coast to coast. Represented by ROY V. SOM 

ERVILLE, Special Agent for U. 8. Adve’ £, 

1065 Times Building, New York. 

















YOU FURNISH “COPY,” 


WE DO THE REST! 
JACKSON, 48 Centre St., makes a special fea 
ture of newspaper composition, presswork, 
addressing and mailing; everything com 
pleted on the pre mises. 


$25.00 FoR A NAME, 


We WANT a POPULAR NAME for an Illus 
trated Monthly Magazine that makes a fea 
ture of Geographical Subjects, Travels, Dis 
coveries, Educational Facts, etc.—all written 
in a popular style—wbich will make it a 
home as well as an educational —— al. 

Address “ “J. Cc. G.,” care P’ RINTERS’ INK. 





LAND 


Companies, Boards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra 
tion, manufacturing, capital, or, having land 
for sale and who may wish to advertise at a 
moderate cost, in a most profitable section 
will do well to correspond with me. 


B. L. CRANS, 10 Spruce St., New York. 


| Dodd's Mews, Ae Boston. \_ 


Send for tite) ) 

















RELIABLE DEALING. CAREFUL SERVICE. 
bg LOW ESTIMATES. ~08 


New Issues 
every week 
Catalogue 


132 pages 
free. Not sold by Dealers ; prices 
too low. Buy of the Publisher, 
John B, Alden, 393 Pearl St., New York 


BUSINESS MUSIC 


Set for customers to march by. 
WM. BUTT, Advertising Writer, 

_— Market St., . Ph hilade ‘Iphia. 
| 
| 
} 


i You Travel ? 


I F SO, the exact local railroad fares, distances and 

connections between ad/ business towns throughout 
the U. S. and Canada, with populations, hotel rate 
and nnmber of firms engaged in the different dines 
of trade in each, cannot fail to be inte: ee to you. 
“GIBB’S ROUTE AND REFERKENCE Book 
gives this, Specimen pages sent /rce 


GIBB BROS. & MORAN, New York. 


Of CHILDRESS, Texas. 
pial, No 
$3 000. evganiatns. 
A fine County Seat town in the famous Pan 
handle country. Only National Bank in the 
|county. Stock par. Will guarantee 12 per 


cent. net first year. Address CITY NAT 
IONAL BANK, Wichita Falls, Texas. 


TORS 
ADVERTISEMENT WRITERS. 


A set of telling advertisements wanted, 








$5 for each advertisement accepted. 
Send for particulars to 


J. LL. STACK & CO., 
St. Paul, Minn. 


Study Law 
At Home. 


Take a course in 
the Sprague 
spondence Sc 
Law. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block, 
Detroit, Mich. 


FOR SALE. 
An Afternoon Paper, 


| In a solid WESTERN CITY of 65,00 people. 
Practically no competition. Paper has high 
est advertising rates in the city and much 
| largest circulation. Recognized us the lead 
ing paper. Will bear closest investigation 
Price, $50,000; time on part. wes 
non-resident and want to concentrate this 
capital. Don't answer uniess you have 
money. Addre-s “S—1860—X,"" Printers’ Ixx. 


“Ideal 











Advertising.” 


my new book ; of great practical value to ad 

ertisers. Handsomely illustrated, exquis 
ite ly bound, a model of elegance and tasty 
Sent postpaid, on receipt of 10 


nts. -L. LE, 
55 W. 33rd St.. New York City, 


printing. 
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30,000 Average Paid Circulation. | 
Proven by any test imposed. 


L’Art de la Mode, Monthly, N.Y. 


Yearly rate 20 cents Agate. 


_F. W. NOSTRAND. Adv, Mgr. Tribune Bldg. 


Save Money. BICYCLE 


a. ~ >on 
“aioli fo rT. A.W.GUMPSCO. 
r. A.W.GUMP&CO. 


x 
a ‘ 

esto; Dayton, 0. | 

New Bicycles at re- 

duced Prices, and 400 
Boys or Girls 24-in Safety, with rubber Uires$iS 00- 
md 25-inch Safety, with rubber tires 1705) 
ts’ 0-in, Safety, balls to b’gsand pedals, & 55 00 


AUSTRALIAN. Before fixing up your 
Australian contracts for 
a. we shoul id like you to write to us for 
mate, ve guarantee to save you money, 
et pele on the spot, we can do edvertising 
cheaper than any other firm at a distance. 
papers are filed at our bureau, and every a *.. 
ance is checked by a system unparalleled for ac- 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertising 
Firn in the Southern ners, _ 
On, a quarter of a century. FT IMBLE & 


369 to 373 George St., Sydney, Australia. 



























IF YOU SELL ANYTHING OF VALUE 
to intelligent men who make money, 
advertise in the 


. 
National Reporter System 
(St. Paul, Minn.) 30,000 weekly (Magazines). 
See Rowell’s Directory & preferred lists. 
Largest Law circulation in the world. 
Each copy used 17 weeks (average). 
They furnish authorities, so must be read. 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N.Y. 
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CANADA a —it you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 
Canadian newspapers than any other Agency 
in existence. Je control the Canadian ac 
vertising of many of the largest and shrewd. | 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
eS on of the Canadian press, gained | 
»”y many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate with us before plac. | 
ing your orders - McKIM & éo:. 
Montreal, C Canada, _ “2 


IF YOU ARE THINKING OF 


Advertising in England, 


we shall be pleased to correspond, to quote 
or to advise. We already act for numbers of 
looaes American firms. Shall we hear from 


™ SMITH’S 


livertising Agency, 


FLEET ST., E. C., 
LONDON, ENC. 
a “SUCCESSFUL ADVERTISING ” 
1 (lita Eprrion) 

is the best guide to British advertising. 


Sent prepaid for 50 cents, 
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ADVERTISING 
ILLUSTRATIONS. 
Pencil sketches, showing 
original ideas for news 
vaper cuts, trade-marks, 
‘ancy letterings, etc., 25c. 
each. H. W. ROGERS, 
No. 1286 Broadway, N.Y. 


VICTOR 








OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS, MASS 
WASHINGTON. DENVER’ © SAM FRANCISCO. 


A. G. SPALDING & BROS.. Special Agents, 
Cc Chicago, New York and Philadelphia. 


A BIRDSEYE VIEW, 





view of the 


a birdseye 
quarter of a million prosperous homes reached 


If you could take 


each month by THE LADIES’ WORLD, 
you would not wonder at its strong pulling 
qualities. 

Sometimes we exceed the quarter of a mil- 
lion circulation, as has been the case with 
several of our late issues, when we reached th« 
high point of 


268,000 Copies, 


|exclusive of exchanges and samples, or just 


18,000 copies more than we prom- 
ised 

We are, however, always glad to be able t 
rive good measure, and expect in the future 
as in the past, to exceed our guarantec 
circ ee“ 


ou will get good returns for any advertis« 
me Me appealing to ladies or the househol: 
inserted in 


THE LADIES’ S’ WORLD. 


Space from the agencies, or of 


S. H. MOORE & CO., Publishers, 
27 Park Place, New York. 











PRINTERS’ 





7 ow hen found, make a note of. "¢ ‘aptain 
Cuttle 
The right men in the right place are 


Cc. MITCHELL & CO., 
Of Londen, England, 
(12 & 13 Red Lion Court, Fleet St., E. C.) 
Advertising Contractors of SD) years’ standing. 


THE MANUFACTURER who travels | 
should note the address. A half hour's chat 
about English, Continental and Colonial ad 
vertising with a member of this firm is 
worth a w AS year of TURE pondence. 

ANUFA URER who can 
not find ome to travel rtd write toC. M.C. 
Their extensive American clientele and long 
acquaintance with English advertising en 
ables them to arrive at an understanding 
more promptly than any other house in 
London. 

THE ADVERTISING AGENT who 
studies his clients’ interests (and his own) 
should consult C. M. C. when he has orders to 
place any advertising in Great Britain. The y 
are practical, reliable, energetic and econom 
ical. 

Testimonials from leading American firms. 
Estimates and specimen papers free on ap 

lication. “THE NEWSPAPER PRESS DI 

ECTORY,” forty-sixth annual issue now 
ready, price, by post to the United States, 50c. 

“The Standard work of refe rence with re 
gard to the newspaper press London Times. 
Besides the well-known Directory of the 
English press, the AUSTRALIAN, INDIAN 
and SOU 
a Supple eh of 144 pages, now form the 
completest advertising and commercial guide 
and gazetteer ever published in any country. 
The Continent of Europe is also consistently 
represented by the principal political and 
class papers. 





J. L. STACK & CO., 


NEWSPAPER ADVERTISING AGENTS. 
Pioneer Press Building, 


St. Paul, Minn., May - 1891. | 
Ledger, New York, N. Y 

Gentlemen: We enclose here- 
with letter received from L. L. 
May & Co., of this city, in refer- 
ence to returns received from the 
New York Ledger. In view of the 
fact that the same advertisement 
was published in a majority of 
papers of a large circulation, the 
value of this as a testrmonial is 
thereby greatly enhanced. 
Yours truly, J. L. Stack & Co. 








L. L. MAY & Co., 

NURSERYMEN, FLORISTS AND SEEDSMEN. 

St. Paul, Minn., 5-15-91. 
J. L. Stack & Co. 

GENTS: In regard to returns 
received from our quarter page 
adv. placed by your firm in the 
N. Y. Ledger, would say that it 
has paid us better than any paper 
in which we had the same adv. this 
season. Yours truly, 


L, L. May & Co, 


H AFRICAN Sections, contained in | 


Don't Aig 


' 
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JUNE 
The Kings’ 


Sent Only on Receipt of 15 Cents. 


Jester. 








SOME OF ITS CONTENTS 
1.—Suggestions for Advertisements; giving 
two pages of original cuts. 

No. 1 of a Series of Articles by a well- 
known literary expert on ‘ Hints on Trade 
Advertising.” 

Notice of Special Offer of $100 for the 
best advertisement of 100 words. 


(S) 


4.—Effective School Advertisements. 
5.—Novel Ideas for Summer Hotels. 

A forcible Article on “*How to Write 
Advertisements.” 


These and hundreds of other striking Ar- 
ticles and lilustrations. 


Send 15 cents for the June Number, or 
remit $1.00 for a full year. 





HERBERT BOOTH KING and BROTHER, 


202 Broapway, New Yorx. 


ALLEN’S MILLION. 
The ONLY Million. 


The PROVED Million. 


Why do ALLEN’S LISTS carry almost as 
much advertising In the summer as in the 
winter? Because they give honest count all 
the year round. Because they include qual 
ity as well as quantity. Becaw e their intel 
ligent aivertisers reap profitable results 
every month in the year. 

An Unequalied Record. 
The cash orders for ads. in my 

June, 1898, issues exceed 

those in June, 1889, issues , = $4,237 ¢3 
The cash orders for ads. in my 

June, 1891, issues exceed those 





in June, 1889, issues by........ 88,620 10 
Net cash gain in two years, for 
DUD ids. sadicciopsiabinavadveess $8,620 10 


Bear in mind that in 1889 ALLEN’S LISTS 
distanced the field, but now they commence 
the summer with June $8,620.10 ahead. 


The Verdict of the Triumphant Two Hundred 

200 of America’s shrewdest advertisers will 
remain in ALLEN’S LISTS all summer. They 
are the triumphant two hundred among ad 
vertisers. Observe for yourself, and for the 
summer months you will find few of these 
advertisers in other general advertising me 
diums. Thus they give their verdict that 
ALLEN’S LISTS are the best general adver 
tising mediums in America. 


Is There a Lesson Here for You, Reader? 
Forms close the 18th of each month prior to 
the date of the periodicals. 
E. C, ALLEN, Proprietor of Alien’s Lists, 
AUGUSTA, MAINE. 
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Exar, IIL, July 22, ®. 
“The American Home,” Danvers, Mass.: 
A paper I cannot do without. It fills the 
promised place in the rome. 
E. ANNIE BIRGE. 


You can 


Reach 
25,000 


of such well-pleased housekeepers as 
E. Annie Birge, in 


The 





American Home, 
Danvers, Mass. 


Rates, 20c. per agate line. 


GEO. PF. KOWELL & Co’S 





PRICE, ONE DOLLAR. 
Sent by mail, postage paid, on receipt 
of price. 


* * It is arranged in a very comprehensive 
manner, and contains information which is in- 


valuable to adver- 
WL, 


tisers as well as to 
myself, 

Boston, May 12th, 1891. 

Any person, wishing to advertise, 
who will devote time to a careful ex- 
amination of this book, will find in it 
the information that he requires to 
enable him to perfect his plans. 

GEO. P. ROWELL & Co., 
PUBLISHERS, 
10 SPRUCE ST., N. Y, 


BOOK 


FOR ADVERTISERS 


368 PAGES. 





THE 4 IN HAND 


Jealousy, Hatred, Envy and Spiie 


The bitter 
remarks put 
forth by 
some of the 

older Publishers, 
just because the 
— truth has 
heen told, has 

given the magnet- 

ic monthly 

A Great Boom 
and will simply serve to prove 
the truth of the saying that 


“If you put it in Com- 
fort it pays.” 

We are well posted and the 

chain of evidence is strong 

as we prove our circulation 

to be 

Over 500,000 Monthly. 

Space at the Agencies or of 

THE GANNETT & MORSE 

CONCERN, 

AUGUSTA, MAINE. 


WE WIN THAT 
$1,000! 


Practically we have finished compos- 
ing those 1,000 ads, in 1,000 hours for 
$1,000, which we contracted to do for 


the 


NEW YORK WORLD. 


If you bet against us you have lost. 


Newspaper Proprietors — Do you 


want a scheme for booming your 


paper? If so, write or call on us. 


0. J. GUDE & CO., 


General Advertisers, 
113 SIXTH AVE., N.Y. 
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5400‘ 100 WORDS! 


1 will pay $100 in cash 
for the best 100-word ad- 
vertisement of my book 
entitled ‘‘GOODWIN’S 
IMPROVED BOOK-KEEPING 
AND BUSINESS MANUAL.” 








Send 4 cents in stamps for full particulars | 


and a 32-page descriptive pamphlet. Answer 
immediately, as time of competition is limited. 


J. H. GOODWIN, 


Room 9, 1215 Broadway, New York. 





OUR 
CHICAGO 
OFFICE, 


Home Insurance Building 
Room 605— 


| 





COVERING COMPLETELY THE - 


DOMINION OF CANADA 
FROM COAST TO COAST 


KOY V. SOMERVILLE, 


105 Times Building, New York, 
SPECIAL AND SOLE AGENT POR 
United States Advertising. 
Send for Lists. Papers of Every Class. 











Wi son’s INK. 





The following commendation speaks 
for itself : 


Tue ya RGH News, 


»., New York, 


} . C. Howe’s Sons, P. ub’ 8, ( 
PratrspurGu, N. Y., May 22, 1891. } 
©! WW. D. Wilson Printing Ink Co., N. 
a, ee 


Advertisers are invited to call or to 
address us by letter for lists of 
newspapers ; estimates of cost of 
advertising ; information about 
newspapers, or the preparation of 
advertisements. 

Don’t contract for any sort of news- 
paper advertising until you corre- 


GENTLEMEN 

So well pleased are we with the Job Ink 
purchased recently of you, that we want to 
try your News Ink. Please send us by Erie 
e K. & P. R’ys, 50-lb. keg News Ink at ge. 

. Less tof cash with order, $4.05, 
we h find enclosed postal note to bal. 
Yours respectfully, 
P. C. HOWE’S SONS, 
(For Hand Press.) 





spond with us on the subject. 





4. W. 7. BRARES, Home Insurance B'lds, CHICAGO 
EASTERN BRANCH, 54 Beekman St., NEW YORK. 


Price List and Specimen Book sent 
on application. 
ADDRESS 


W.D. Wilson Printing Ink Co, 


(LIMITED), 


140 William St., N. Y. 
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LOOKING BACKWARD} © Why Do You 


Advertise in Newspapers ?” 





and lamenting over high prices 


paid for — is useless, What constitutes the ideal newspaper? Is 
unless it - it not the one that presents the news—the 
= ts without wordy, tiresome, descriptions 


in the most concise pleasing’ manner? Is 


it not a paper that will enable busy men to 
—§ grasp the situation in the briefest possible 
time? Why do people read newspapers—to 
kill time or get the news? Wouldn't you 
rather advertise in a paper that is easily 





to consider seriously the excel- | handled, and that scintillates with bright, 
: - brisk, breezy journalism, than an unwieldy 
lent bargains I have to offer blanket sheet? If so, you will find your 


. . ° . ideal in 
through my State Combinations 


| 
of daily and county papers, when | The Dail Continent 
LOOKING FORWARD ! , 
pall. sian de te ol — 16 PAGES DAILY. 


: 32 PAGES SUNDAY. 
to the placing of new contracts. | a 
All papers on this list are pub- Mt is a live paper. Energy and nerve 


lished in places of over 3,000 characterize its management. Its 


inhabitants. Advertisements size is unique, handy. The news 
is put briefly and grapbicall 
PM + a Society, politics, local pride, Na- 
One-Half Publishers’ Rates. tional issues, Sporting events — 
} everything that appeals to warm 
An opportunity to give full de- blood is handled with vigor. 
tails is solicited. FRANK A. MUNSEY, 


S. E. LEITH, , 10 Spruce St., N. Y. | 239 Broadway, New York. 


** Allow me to congratulate you upon the whole idea from cover to cover. It is one of the 
neatest and best things I ever saw." —Nath’/ C. Fowler, /r., Doctor of Advertising. 


THE PREPARATION 
OF ADVERTISEMENTS. 


A MANUAL OF PRACTICAL HINTS FOR 
GENERAL AND RETAIL ADVERTISERS. 


«Price + Fifty + Cents. & 


The construction of a good adver- No invariable formula can be laid 
tisement is the first round onthe ladder = down for the construction of an adver- 
of an advertiser’s success. Every ad-  tisement. Yet there are certain things 
vertiser should aim to get all the light =which all advertisers should bear in 
possible on this important branch of — mind, and they are set forth concisely 
his business. and intelligently in this manual. 


This is a helpful little book of 116 pages, which 
ought to be on every advertiser's desk. _ It will be 
sent upon receipt of price by the publishers. 

New York : 


Geo. P. Rowett & Co., Publishers, 
10 Spruce Street. 
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i 

THE FICTION NUMBER Wy 

of | } 

SCRIBNER’S MAGAZINE 1 
goes to press this month. It is one of the 
best issues of the year to use for advertising. 

ITS CIRCULATION 


lar average edition for the past four months 


has been 118,725. 


THE PRICE 


for small advertisements is $1 a line. If run 


will be considerably over 120,000. The regu- 


12 times, 80 cents—about two-thirds of a cent 


a line per thousand. Full page, $150 (20 per 








cent discount if run twelve times, or about 





one-half a cent a line per thousand). 
Address 
CHARLES SCRIBNER’S SONS, | 
Publishers, . 
743-745 Broadway, New York. 
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“ The representative newspaper of the West.”—Gro. P. Rowe tt, 


STRUCK IT RICH! 


—_, 
‘(jl o_O. 
ad 









The alchemist failed to trans- 
mute baser metals into gold. 
A little of printers’ ink used in 
THe Denver REPUBLICAN and 
the long-sought problem in 
chemistry is solved. 

Are you thinking of adver- 
tising in the rich fields of the 
golden West? If you are you 
naturally desire to reach the 
people—the whole people. 

In Colorado the most wide- 
ly circulated and_ influential 
paper—one that is iwed not only at every door in the grow- 
ing and wealthy city of Denver, but in every mining town 
and mountain camp in the State—is the Repustican, the lead- 
ing paper in everything that goes to make a paper great. 


tC Tras Ye 


DENVER REPUBLICAN 


With its 84,000 Readers, 


(if it is true that each : hm is read by five people), 


cannot be overlooked by advertisers who have a good article 
to sell and wish to reach the whole people of Colorado. There 
is no other paper you can think of, circulation and influence 
considered, which offers such reasonable terms to advertisers. 

















January, 1891, Daily Average. OE 
February, BR. < 2... ogi ERE A ee 16,142 
March al se A aS ee 16,288 


WEEKLY REPUBLICAN, Average, 6,000. 





Are you anxious to increase your business? An advertisement in 
the DENVER REPUBLICAN will doit. For Circulars, Guaranteed 
Circulation Reports and all information, address 


48 Tribune Building, 
NEW YORK. 


509 “‘ The Rookery,”’ 
CHICAGO. 






“Ss: -C BECKWITH: 


{ SOLE AGENT FOR FOREIGN ADVERTISING . 


Se e__s-.e— 4} 
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THE SATURDAY BLADE 


PAYS ADVERTISERS, 


Because it contains what the people want to read. 
The circulation is not forced by premiums, etc., 
but every copy is taken and paid for for what 


there is in it. 


THE CHICAGO LEDGER 


Has the solidity of age and the impetus of new 
management and push. 
These papers pay. If you don’t believe it, 


write to any of our advertisers who can trace the 





results of their advertising and see what they say. 


THE SATURDAY BLADE, - $1.00 per Line. 
THE CHICAGO LEDGER, 
BOTH PAPERS COMBINED, 


.50 per Line. 


1.25 per Line. 


300,000 Cortes WEEKLY 


Address any responsible Advertising Agency, or the Publisher, 


W. D. BOYCE, 
16 & 18 DEARBORN ST., CHICAGO, ILL. 
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What one Publisher Thinks of PRINTERS’ INK 


And Its Influence on the 


Business of Advertising. 





We recently offered $1,000 in awards for the best 
expressed notice, criticism or review of PRINTERS’ 
INK. 

Out of 711 notices the first award of $500 was 
judged to be due to a criticism written by E. C. 
Allen, of Augusta, Me., and appearing in the 
National Farm and Home Magazine of that city. 
Mr. Allen is widely known as a most successful ad- 
vertiser, as well as publisher. 

In writing the notice of PrinTERs’ INK he wrote 
what he believed. No better indication of this could 
be asked for than may be found in the fact that he 
has at two different times, at his own expense, paid 
for placing four thousand names upon the mailing 
list of Printers’ INK, presenting each person with a 
paid-up, complimentary subscription. 

There is no mistake in the number—four thou- 
sand names. These were added to the subscription 
list, and a year later Mr. Allen renewed the contract, 
using a revised list of names. 

Would it not appear that his generosity produced 
results that were satisfactory ? He paid for all these 
subscriptions by inserting an advertisement of Geo. 
P. Rowell & Co’s Newspaper Advertising Bureau 
in his own publications to the amount of the sub- 
scription price. 

Below are some expressions by other newspapc! 


men, who have opinions upon the subject of PRINTERS 
Ink and its capacity to do good in the field of ad- 
vertising. 














PRINTERS’ 


Six months ago the Banner paid in 
yearly subscriptions for 173 copies of Priyt- 
ers’ INK to be sans to Nashville advertisers, 
and the marked improvement in the prepar 
ation and attractiveness of advertisements 
in the local news papers indicate the wisdom 
—— Banner, Nashville, Tenn., 


We believe that a genuine business revival 
would be created throughout the country if 
publishers of newspapers generally were to 
place Printers’ INK in the hands of business 
men of their respective localities, as it is 
issued from week to week. Not many 
months could elapse before the inevitable 
effect would be apparent in more and _ better 
advertising and increased trade.—Citizen, 
Lowell, Mass., Aprit 13. 


The man who spends only ten dollars a 
year in Cty gp will be the gainer by first 
lnvesting two of those dollars in PRINTERS’ 
Ink. And many a publisher will find it to 
his advan to furnish each of his adver- 
tisers with this same stimulus to intellectu- 
ality in advertisin: _ Keepers’ Review, 
Flint, Mich., April } 


The Gazette will be pleased to send this 
valuable journal for a year to every mer- 
chant who desires to increase his knowledge 
of advertising. — Gazette, Janesville, Wis., 
March %. 


A copy of Printers’ Ink, mailed regularly 
to each of the leading advertisers of the 
Local News, has contributed more inspiration 
to its —s columns during the last six 
months than all else besides.—Local News, 
Homestead, Pa. 


We have ag pant. every issue of 
Printers’ Ink during the past year, and we 
have concluded that it is something that no 
live business man could do without, after he 
has become acquainted with its merits. We 
have, therefore, ordered sample copies to be 
sent at our expense to every merchant and 
advertiser in our community.— West Indian- 
apolis Advocate, Indianapolis, Ind. 


So great was our confidence in its opinions, 
and our desire to spread its maxims among 
those that can use them, that we subscribed 
to ascore or more copies of the journal for 
the benefit of as many of our cee during 
the year 1891.—Star, Cleveland, O., Feb. 21. 


The careful perusal of a few numbers of 
Printers’ INK would, we believe, do wonders 
in awakening every merchant in the city to 
the advantages to be derived from judicious 
advertising, and could we afford it we would 
like to pay fora year’s subscription for each 
10 n om Swe men.—The Facts, De Soto, 

0. 


To-morrow the Herald will send to every 
business firm in Traverse City a sample copy 
of Printers’ INK, that all may see for them- 
selves what manner of a thing it is, and 
how true is all that has been said in these 
columns concerning it.— Grand Traverse 
Herald, Traverse v, Mich., April 2. 


We truly believe that if our merchants 
could read this little journal, our paper 
would have to be enlarged, so great would 
be the rush for advertising space. — Our 
Home Journal, Plaquemine, La. 


We wish that every merchant would be- 
come a neuer reader of Printers’ IK, for 
they would become better and more liberal 
advertisers, since, by the new ideas and sug- 
gestions made to them by men who have 
spent a lifetime in the study and handling of 
advertising, their advertising would prove 
— a fruitful. — Gazette, Lawrence, Kan., 

pr 


Other publishers are invited to 


this little schoolmaster in the art of advertising. 
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The Democrat is of 
Cadillac merchants the By instructor 1 it 
—— of, aq Ink.—Mi n 

yemocrat, Cadillac, Mich., March 7 


If the Register could induce every me 
chant and manufacturer in the hillside city 
to become patrons of Printers’ Ink for three 
months, we feel certain that they would be 
induced to expend more cash in the use of 
printers’ ink as u local printers, and 
receive returns commensurate with which 
to continue the same.—Register, Newburgh, 

.. Y., April 10. 





Every publisher of a periodical in the 
United States would do himself a help by 
giving Printers’ INK such a notice as would 
induce his eye mp yy to subscribe 
forit. In the hands of liberal advertisers it 
would be of great benefit in compiling their 
advertisements, and —; | of them, doubt- 
less, would become more liberal seweees 
patrons.— News, Macon, Ga., April 1 


We will pay for a year’s subscription to 
same for each of our readers who, after a 
trial of the paper, are not satisfied that it is 
worth ten times the price paid.—Tribune, 
Marysville, Ohio, April 15. 


Many newspapers take extra copies of it at 
the wholesale rate of $3 per hundred to circu 
late among their advertisers, in order that 
they ~~ © iave the benefit of the countless 
good things appearing in its columns.— 
Capital, Des Moines, Iowa, 


We think that if the publishers of Portland 
wouid unite and have a copy of PRINTERS’ 
INK sent to the principal business men of the 
city for a year, the advertising space used 
would be doubled before the year’s subscrip 
tion would expire. This is a conscientious 
opinion, freely given, of a deserving publica- 
tion which the writer reads with profit each 
week.—Herald, Portiand, Me. 


We ask that the present Legislature ap 
propriate a sum sufficient to have this publi 
cation strewn broadcast through the terri- 
tory. A knowledge of advertising is needed 
more than free schools or land courts in this 
benighted land of climate and penurious 
newspaper men.— Al erque News, Albuqu- 
erque, N. M., March 19. 


If any of our advertisers desire a copy of 
Printers’ INK regularly every week, we fur- 
nish the same gratis. We are in the same 
boat with ourcustomers. Their prosperity is 
ours ; the better they learn the art of adver 
tising, the more ads. we will receive; hence, 
this offer.—Angelus, Detroit, Mich., May 3. 


Each of our regular advertisers will receive 
Printers’ INK for one year, with our compli- 
ments. e have subscribed for several 
copies of that paper, to be mailed direct to 
our customers, at a soa cost of $2 for 
each subscription, and we hope they will be 


appreciated.—Saturday Sun, Cresco, Iowa, 
April %. 


For several weeks we have been sending to 
a number of our business men copies of 
Printers’ Ink, a neat little weekly published 
hy Geo. P. Rowell & Co., the great advertis- 
ing agency of New York City.—News, Woon- 
socket, S. D., April B. 


If you receive a copy of Printers’ Inx for 
six months, don’t imagine it is sent gratis. 
The Marine Review paid for it. If you read 
the first number, you will the other twenty- 
five. And if you read that gem of an adver- 
tising journal six months, you will have 
some new ideas, and the Marine Review 
wants its advertising columns to keep up 
with its reading-matter columns in new 
ideas.—Marine Review, Cleveland, O. 


aid in giving a wide distribution to 
Address 


CEO. P. ROWELL & CO., 
10 Spruce St., N. Y. 
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The publisher, as heretofore, will gladly throw open 
to advertising patrons, so desiring, every depart- 
ment connected with the office—including books of 
record, etc.—and personally afford them all neces- 
sary information for the purpose of verifying the 
claimed circulation. 


Buffalo Times, 


NORMAN E. MACK, Editor and Publisher, BUFFALO, N. Y. 


- 
‘ 


Statement of the Circulation of THE BUFFALO DAILY AND 
SUNDAY TIMES, from January 1 to April 30, 1891. 




















TIMES. 
m 
January. Febru’ry.| March. April. 
| | I Bsc cassicesinsens Ubevedorssrsees 23,195 
—_ Bere nema Guns - | PREC Ae SR Se RES ER 22,460 
i: te eit Laue 35,120 ms Berstteeesensseensseceesoosenecees 22,13) 
> | ge | aad | dim | seou a Mennrece.ceersenreeceversseereess mam 
S| Gee) Bee | Sa | Bae FOOT I......-------------vn0rnneeees 20,000 
Ol > Sere 33,910 | 35,475 85,910 RP scicgadin naib 1c shat he oo 
5 | 87,110 | 338% | 20 | ...... va vahebhedinesbeahbesaoeneneieneyeae =o 
6) Mas | See | Sm) MM Be So en 20,250 
7 | 36,990 | 33,850 | 37,025 | 35,380 arc Leveseeeressseeereeceserenees ons 2,190 
8 | 36,315 ae 35,040 be ATER Et tet ete teste eeeeeeneeeewens 20,55) 
9 | 35,900 | $3,290 | 87,190 | 35,560 ce Bevceveecereerereeecerserereecees 21,080 
10 | 36,120 | 33,520 | 38,820 35,820 2 BR eeeeeeerseseeeeeeeseeeeeseeeees 20,765 
11 | ...... | 98,785 | 95,050 980 ee 21,100 
12 | 34,735 34,100 | 35,100 April Deccee creeeceeeeeeeercsreeeeeees 20,940) 
13 | 34900 | 34360 | 355995 | 85,000 ‘ WB. serecerseeeeee eoreverssoeseres 31,270 
14 34,335 34,500 | 35, 84,930 19.. 21,020 
15 38,869 ee ers 35.410 ibbskvenetéepesunesccceenesoenies W940 
16 | 34.215 | 33,700 | 35,100 | 35,900 a 
17 | 34,310 | 34,060 | 35.450 | 36,140 957,175 
A <i 34,210 | 35,735 36,800 = 
bY 4 Pro 4 35860 Average Sunday Circulation...... 21,010 
21 33,7 34,900 | 35,765 35,310 
2. Cee &  aeeess 35, 
23 | 34005 | 34100 | 35,310 36,080 
4 33,7 sate | 25 750 Ft STATE OF NEw York, County or Erik, ) - 
% | a | 26190 25615 _ Crry OF BUFFALO. oy 
7 34, 16 : | 35,680 | 35,970 M. D. Conpon, being duly sworn, deposes 
23 mM, 35,910 | 37,610 fjand says, that he is the circulator of the Bur 
29 ee eee | 96,140 {FALO DAILY AND SuNDAY TIMEs, and that th: 
2 | 8,900 | 34,870 36,120 above is a true and correct statement of th: 
31 | 34,190 | 95,315 cael circulation of said DaILy AND SunpAY TIMES 
| for the four months ending April 30, 1891. 
= ——_ ——— = ete M. D. CONDON. 
| 911,360 | 818,390 | 925,305 930,900 © es and sworn to before me, May 4 
ee =o _— H. J. Weisennemer, 
Average Daily Circulation Notary Public, Erie Co., N.Y 











Although the average for the four months ending April 90, 1891, shows sone falling of! 
from the last few months of 189), yet the fact must be borne in mind that January, Februar 
and March are by long odds the dullest of the year, and that last year the railroad men 
contest, in which over 300,000 votes were cast, and the election excitement in Novembe! 
greatly hel out the average. Yet, notwithstanding this, the average for the past fou 
months, ending April 30th, shows a gratifying increase of about 2,000 over the same perio. 


A. FRANK RICHARDSON, 
13, 14 and 15 TRIBUNE BUILDING, NEW YORK. 














